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aking Good Displays Better 





Just as an advertisement is worthless unless it is read, so a window 
display is of value only in proportion to the number of people 
whose attention it draws. 


The finest decorations, the most lavish layouts of trim and mer- 
chandise, must have the aid of light. And reflected light has its 
grades of quality as well defined as those of materials. 


“Pittsburgh” Silvered Reflectors insure light of super-quality, 
properly distributed, and in great abundance. They represent a 
highly scientific application of window lighting principles. 


They also represent economy and long service. Not one reflector 
made since we began using the coppering process of backing up 
the silvered reflecting surface—more than nine years ago—has 
ever been reported to us as having that reflecting surface tarnish 
or discolor, or the backing crack, check or peel. 


Pittsburek” lighted Every reflector carries a five-year guarantee. Write for 
i Sty as 

window, H. A. Cooper & Co., To- free booklet, “Show Window Lighting. 
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KOESTER GRADUATE WINS 


WINDOW DISPLAY CHAMPIONSHIP OF 
AUSTRALIA 
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Championship of Australia 
and New Zealand 


































Won by 
BRISBANE 
np ivcASTLE Mr. Clarence G. 
: NEW ZEALAND 
Fomey ORUEKLAND Crawford 
hM5 BOURNE ">; ' One of Christ Church, N. Z. 
: Cfimsronne ree 
OBART ¢ foUNEDIN Allso Wins Gold Medal and 
. Certificate of Merit 





Mr. Crawford credits his 
Koester School Course as 
being a big factor in his 
success. 





Read His Letter 


The Koester School: 

am sure you will be 
pleased to hear another tri- 
umph for Koester training, 
as I have just won the 
championship of Australia 
and New Zealand. My 
championship windows were 
a great drawing card and 
were the talk of the city. 
At times policemen were 
required to move traffic on 
the sidewalks. 


Yours truly, 
CLARENCE G, CRAWFORD. 


Another Triumph for 
Koester Training 


The display men in the United 
States, Canada, and England 
who have been carrying away 
the big window display prizes 
have been Koester men. Added 
to this list we now have the 
championship of Australia and 
New Zealand. 


This is interesting evidence 
that the Koester School has 
been a dominating influence 
in the betterment of Window 
Display and-that it has been 
a decided factor in the success 
of its graduates. 


A Koester Man 
Is 
A Koester Fan 
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for 

Koester 

Training 


USE THIS COUPON 















’ Advertising, Window Display, and Card Writing, or any combination of these, 
present unusual opportunities to young men who will work. The Koester 
School is the logical place to receive specialized training in this work. It has 
been established in Chicago for twenty years and Chicago is considered the 
window display center of the world. It is the oldest and largest school in the 
world teaching all branches of retail publicity exclusively. 


THE KOESTER SCHOOL 


314 S. Franklin St., Chicago 
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The Koester School 
314 S. Franklin St., 
Chicago. 


Please send me your school literature. 
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Third Annual Display Review Notable Issue 


OR some years this magazine has been giv- 
ing the window display industry the latest 
and most reliable information concerning 

the activity of the field and improved methods 
of obtaining results through the medium of the win- 
dow. Constantly leading the way to greater progress, 
it has felt the pulse of advance and has endeavored 
to direct the display sphere to more notable accom- 
plishments. This it has done without any spirit of 
lordliness or anticipated recognition, but always with 
meekness and a complete realization of the function 
of a journal such as The DISPLAY WORLD. 

The art of window display did not originate with 
us in the twentieth century, nor has it yet reached its 
heighth of usefulness. Each week and each month sees 
something new introduced by manufacturers and the 
thousands of skilled artists in the field which makes 
for greater efficiency and accomplishment. The future 
holds even greater possibilities for, if predictions of 
recognized leaders of the industry are to be accepted 
in their entirety, we have only begun the develop- 
ment of this, one of the oldest forms of advertising. 

The new year just approaching is bringing greater 
recognition for the art of display than has ever been 
known before. There is no question but that the year 
1926 will be the greatest in the history of display. 
The hundreds of letters that have been pouring into 
the editorial offices of this publication prove this be- 
yond any reasonable doubt. 

The year 1926 will not see a single step backward. 
The DISPLAY WORLD believes in the display field ; 
believes it is coming into its own rapidly and 
earnestly, and with that belief it shall be the sacred 





aim of this publication to lend every ounce of con- 
structive direction and assistance to the display realm 
that it possibly can. As evidence of this intention, 
the year will be started with an issue of unequaled 
proportions, both mechanically and editorially, which 
has inherited the distinction of being the Third An- 
nual Display Review. 

There will be no part of the window display field 
left untouched in this splendid issue. The retail 
merchant, the display manager, the card writer, the 
creator and producer of window display advertising 
material, the manufacturers of display fixtures and 
equipment, the display counsellor, the national adver- 
tiser, the display service, the window shopper, the 
window display itself, will all be represented in this 
number. The review of progress of the year now 
nearing a close and the predictions of unusual ad- 
vancement forthe year 1926 will afford the most 
valuable information for constant-reference of any 
branch of the display field. The wealth of the ma- 
terial already on hand and the remainder to come 
give silent testimony of this fact. 

The Third Annual Display Review will be more 
than a handbook for the display profession. It will 
be the most comprehensive year book of the window 
display industry, in its entirety, ever published. If the 
reception given the two preceding issues is any 
criterion,-it will be officially recognized as an author- 
ity by the leaders of the display and advertising: 
world. It will be a book to save—to treasure in the 
archives of display history. The advice of the pub- 
lishers is to order extra copies now. The additional 
supply to be printed will not last long. 
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V acre andmore Display 
Managers the country 
over, in large and small 
cities, are finding in 

THE INTERNATIONAL 


ED CUTAWL 


an easy means to achieve sales-impelling 














This photograph is of a window display window displays that win approbation and 
in Moorish design, recently produced by Mr. M. increase sales. 
/ F. Hershey, Display Manager of the Stewart id : T : 
Goods Company, Louisville, Kentucky. The grille 
work and Moorish columns were made quickly and IS Days F ree rial 
easily with the International Cutawl out of ordinary Write today for complete information about the 
wallboard. International Cutawl—what other Display Man- 






agers are accomplishing with it—what it may 
mean to your success and your store. Ask about 









Mr. Hershey writes: our liberal 15 Day Trial Offer. 

“T have now used the Cutawl in our Display 
Department two years. It has proven to be our THE INTERNATIONAL REGISTER CO. 
most valuable equipment in our display work- : 
room. We have found it easy to operate, a 13 So. Throop St. Chicago, Ill. 







pleasure to work with and it has proven itself We will be pleased to send the names of users of the 


very satisfactory. I assure you I an Snare Cutawl who have found it a time-saver, a money-maker, 
than glad to recommend the Cutawl. and an indispensable asset in their display workrooms. 































---than which is there anything on earth 
more permanent than a Bronze Sign? 


And what sign better combines perma- 
nence with beauty and 100% advertising 
value? 


c* You will find the answer in the opinions 
of leading display managers and national 

fey ATG advertisers—the men who have used every 

conceivable type of sign to advertise their 


business. They emphatically urge the use 

of Bronze Signs, because they are the most 

FITS THE FOOT IN ACTION OR REPOSE dignified, durable and beautiful signs in 
existence today. 














Mail the coupon for a copy of our catalog 











of suggestive designs and lowest prices. 
—FREE IDEAS— aeegeet 
Tell us what you need in the way of window signs, outside 
tablets, sill signs, brass railings, velour-covered ropes, bulle- Rss 
tin boards, and the like. Having particularized in the 2 
H making of these items over a period of 25 years we are in a ~ 
: posiiion to offer suggestions you will find very helpful. NEWMAN 
‘ This service is free to readers of The Display World. MFG. CO. 
Py 420 Elm St., 
. ~~ > e e 
THE NEWMAN MFG. CO.  < Cincinnati, O. 


Send me catalogs of 
[] tablets and signs, 
(] bulletin boards, [] brass 
railings and velour ropes. 


420 Elm Street CINCINNATI, OHIO 


AGENTS AND DEALERS: Pin the coupon to your 
letterhead if you wish our best discounts to the trade. 
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New Point In Advertising Psychology 


All Advertising Appeals Must Be Made to Wants, Needs and Desires 
of Consumer So That He Will Become Interested and Purchase 


By A. J. SNOW 


School of Commerce, Northwestern University, Chicago, Ill. 


HE only logical way to proceed towards 
the discussion of a new point of view in 
anything is to commence with an outline 
of what constitutes the old point of view. 

In advertising, creating and stimulating demand is 
always the goal. And it has been considered that the 
way to arouse this demand is to stimulate interest 
through getting attention. This has been the order: 
(1) get attention; (2) attention will arouse interest ; 
(3) interest wiil, in turn, stimulate demand for the 
merchandise advertised. 

That, then, has been the old point of view— 
emphasis on the getting attention. Human ingenuity 
bent toward novel and subtle ways of getting it, has 
been and is at a great premium in the advertising 
field. The effect of this emphasis on getting atten- 
tion is very noticeable in much of present-day adver- 
tising. Trick lines to guide the reader’s eye for him, 
novel methods of contrast and isolation, splashy color, 
and all the other attraction devices have been so in- 
dulged and exploited that one can not but wonder 
where it will all end. 

The important consideration, however, is to arouse 
the right kind of interest. And the right kind of in- 
terest is that kind that definitely links up the cus- 
tomer’s wants, needs and desires with the copy of the 
advertisement. 

For instance, an individual may become interested 
in an advertisement, let us say, because of its novelty. 
However, to actually purchase the merchandise ad- 
vertised will not occur to him unless in the copy 
there is shown how this particular commodity will 
_ satisfy some need or desire of his. In other words, 
the advertisement, besides getting his attention, must 
definitely appeal to some want of which he is either 
conscious or which can be uncovered. The interest 
aroused by the advertisement must be of a sort that 
will not merely appeal to his curiosity, but will ac- 
tually help to satisfy his needs. 

It is not meant, by the above that it is necessary 
to always call attention explicitly to the connection 
between the customer’s needs and the product adver- 
tised, but at least it must always be implicit; it must 
be suggested to the reader. Only a new product has 
to contend with the problem of laying before the pub- 
lic all its various uses and advantages. Another 
older product may have so advertised itself that only 
a cut of it will suggest all of its various superior 
means of satisfying human wants and desires. Take 


the case of an automobile; say its qualities are beauty, 
smoothness and durability. This car may be con- 
ceivably so well known that a mere picture of it on a 
country road’ will: signify beauty, smoothness and 
durability in a way in which these three words printed 
with the name of the car could never do. These 
qualities have received enough obvious stressing and 
now the mere implication of them is sufficient. How- 
ever, the important point for this case, and for all 
cases, is that “whatever the commodity, if its exist- 
ence is at all justified, it has attributes which satisfy 
the needs and desires of man, and which serve as the 
basis of advertising appeals. 

The above all leads, then, to a crystallization of 
what is contained in this new point of view. In one 
statement it is that in advertising the emphasis must 
not be on attention-getting, but rather on the satis- 
faction of some want, need or desire. The “ad” must 
be so constructed that it will point out how some 
desire can be met. 

This does not mean that-to attract attention is not 
necessary and important. It is. But only secondarily 
so. It is important because of the competition be- 
tween advertisements and printed things in general. 
It is of obvious importance to have an advertise- 
ment seen by many people. But, equally obviously, it 
is of more importance to have something pertinent to 
hold and interest the reader, once his eye is got. 
There must be an appeal to a definite need in the in- 
dividual. 

It may be of interest to know that there is a real 
psychological basis for this appeal to needs, wants 
and desires. The man on the street knows as well 
as the laboratory psychologist, that people will pay 
attention to—become interested in—things which 
they, as individuals, are after—things which will 
help them to solve their individual problems of satis- 
fying their desires. 

That the emphasis up to date has been on the 
getting of attention is due to a wrong conception of 
the mental life of man. It has been assumed that 
the individual is but a reaction mechanism; that he 
reacts only to external stimulation ; that he is just like 
a stick of dynamite—touch it off and it will respond. 
With man, we were told, get his attention, develop 
his interest by holding his attention, and you can get 
almost any sort of response you wish from him. We 
now know the fallacy of this theory. Man is a 


(Continued on page 61) 
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Displays Produce Measurable Results 


Greatest Argument Offered Against Advertising as a Whole Is the 
Lack of Means for Determining the Actual Sales Results Obtained 


By BENARD J. MULLANEY 
Vice President, Peoples Gas Light & Coke Company, Chicago, Ill. 


ROGRESS in the window advertising field 
marks a long jump from the days, not so 
far back, when “window trimming” was 
the job of junior salesmen assisted by 

errand boys. Even advertising for the sale of invest- 
ment securities, which used to be thought of as of the 
advertising aristocracy, now uses windows and uses 
them successfully. 

It is all evidence that window display is taken 
seriously as an adjunct to business. This, in turn, 
indicates that advertising itself gains in complete- 
ness of acceptance as a business force, in breadth of 
coordinated application of its different forms and in 
definite employment for producing measurable results. 

Measurable results—there perchance is the germ 
of an idea. The window display branch of advertis- 
ing may be young enough, and eager and unsophisti- 


cated enough, to listen to a suggestion. If so, the sug- 
gestion would be: Ponder that “measurable results,” 
and, while doing it, leave soaring to the professional 
aviators and stay close to the ground. 

If there is one indictment that can be laid against 
advertising and made to stick—-and in advertising I 
include the two-legged exponents of it in all its 
ramifications—the indictment is: Too much of gen- | 
eralities and too little of demonstrated facts and 
measurable results; or, to use the ancient phrase of 
the trade, too much blue sky and hot air. 

In the business that provides my meat and po- 
tatoes—mostly the prosaic gas business, with some 
electrical for excitement—-we are measuring good- 
will, public opinion—not guessing at it or mak- 
ing deductions from superficial and obvious circum- 
stances, but measuring it; and measuring the factors 


Anniversary Sale 
TSY Year of 
Gas Service in Chicago 





One of a Series of Anniversary Displays of Peoples Gas Stores, Chicago, Contrasting Past and Present Use of Fuel 
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Advantages of Hot Water Interestingly and Convincingly Portrayed in Display at Peoples Gas Stores, Chicago, III. 


and the relative strength of the factors that go to 
the making of it. If such intangible things as public 
opinion and the component ‘sources of it can be 
be measured, then surely there is in advertising more 
opportunity for definitely measuring ways and means 
and results than has ever been utilized. 


Advertising is coming on in this respect, I grant 
you. Keyed advertisements, test campaigns, research 
(when it is research and not bunk), and all the rest 
of it show much progress. A brilliant ray of hope 
is in the apparently well-founded assertion of one 
advertiser, as published recently, that he definitely 
tests and measures the pulling power of his advertis- 
ing copy before using it and so determines which 
piece of copy will pull best before he spends his 
money. But it is still a fact that advertising works 
with less definiteness in the use of its tools and in 
the measuring of results than any other branch of 
modern business. It spends money with a gay irre- 
sponsibility as to definiteness of procedure and results. 
In these reports it lags where it should lead, consider- 
ing the brain power employed in it; maybe because 
an undue share of the brain power is applied to 


“selling advertising” instead of selling merchandise 
by means of advertising. 

I am not presuming to tell you how window dis- 
play advertising may be made more measurable in 
application and in results—I do not know how. But 
there are enough bright minds among those actively 
engaged in the industry to find out the how if they 
but realize the importance of it. 

No doubt we all agree that the purpose of window 
display is to help sell goods, whether the “goods” 
be tangible merchandise, an idea, “atmosphere,” “in- 
stitutional prestige,” good-will or what not. 

Those terms “institutional” and “good-will,” and 
especially the latter, when used as they so often are, 
as for connoting a special kind of advertising dif- 
ferent from advertising to sell goods—those terms 
are apt to set one off into inarticulate barking, punc- 
tuated with long howls of rage. Every sale of mer- 
chandise ought to include a sale of good-will, else it 
is not complete sale; talking of “institutional” and 
“good-will” advertising as some kind of specialized 
high-brow advertising is the bunk. 

To window displaymen who have sufficiently pro- 









fessionalized themselves to have a convention, it is 
probably unnecessary to say that a window display 
justifies itself only as it is a selling influence, more 
or less direct. Window features having no direct 
relation to the merchandise shown but intended pri- 
marily to make people stop and look in and then 
maybe see the merchandise—maybe—are becoming 
so scarce as to be negligible. 

I said a display window should be a “more or 
less” direct selling agent. The more direct, the bet- 
ter. It should sell pleasingly, quickly, decisively, 
implanting desire to enter the store and buy. In do- 
ing this it should sell good-will, born of the con- 
fidence created by and shown by the act of buying. 

If the display can also sell a suggestion of how 
the merchandise can be used advantageously by. the 
buyer—what it will do for the buyer—so much the 
better. In our business, for example, we frequently 
display gas-fired heaters for homes giving the heater 
a background and accessories that suggest both the 
direct comfort to be derived from it and the annoy- 
ances—coal handling, dirt, dust, ashes, etc——to be 
eliminated by it. When we do that we start a train 
of thought that tends to-bring us a sale. 

Hence the amplitude of opportunity in window 
display for intelligence, ingenuity, good taste and 
artistic conception and execution. No form of adver- 
tising, not even the six and eight thousand dollar 
pages in the “quality” publications offer more op- 
portunity. 

Ingenious displays, thus planned, not only dis- 
play products to their best advantage, but even trans- 
form their vices into virtues, as it were. A lawn 
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Compelling Display at Peoples Gas Stores, Chicago, Emphasizing the Advantages of Gas Heating 
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mower by itself in a bare window might arouse only 
a picture of drudgery and perspiration. With ap- 
propriate surroundings the impulse to buy it as a 
means to achieving a beautiful lawn can be stirred. 

This does not mean that window displays shall 
be necessarily extremely beautiful or ornate. The 
setting for the merchandise should emphasize the 
desirability of it and augment desire to possess it, 
not overshadow it. One sometifnes wonders if the 
building of surpassingly beautiful windows may not 
be overdone at times. An analogy is the painted ad- 
vertisement so striking or attractive that one says, 
“What a corking ad!” and then forgets the thing 
advertised; the commodity dwarfed by its wrap- 
pings. The best displays focus attention upon the 
thing to be sold. 

Then there is “the psychological moment,” when 
the customer decides to buy. Need of the thing to 
be sold has been felt or desire for it aroused by 
other advertising. A successful window translates 
that into action and practically clinches the sale. 

To combine all the essentials of successful dis- 
play in one window, the planner should know his 
audience, the people that pass. Without this tech- 
nical skill will be wasted. He should know his pub- 
lic as thoroughly as theatre managers or newspaper 
editors know theirs. He can not know this auto- 
matically and “sizing ’°em up” and “inspiration” are 
not safe guides. To know, one must study the mat- 
ter and test his conclusions. 

As window displaymen seriously try to apply 
these principles, their branch of advertising will 
grow in importance and recognition. 
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Aiding Neighborhood Store Displays 






Retailers in Outlying Districts Dependent Upon Manufacturers for 
Window Display Material and Are Grateful for Assistance Given 


By FRANK MORSE 
Manager, Sales Promotion, Chicago Elevated Advertising Co., Chicago, Ill. 


F it is true that a man is judged by the 

company he keeps, I believe you will 

agree it is equally as true, to paraphrase 

that old adage, a store is judged by the 
windows it keeps. 

Frequently we form opinions of humans by the 
clothes they wear and reach our conclusion if a per- 
son is a gentleman or a tramp—a nut or a business 
man. Likewise we very often form our opinion of a 
store by its windows and decide if we shall patron- 
ize it or not. 

The ring of the cash register often depends on 
the appearance and the arrangement of store win- 
dows. Every neighborhood dealer, with his limited 
advertising opportunities, owing to the cost of space 
in recognized advertising media, might well adopt 
for his slogan, in this day of slogans, “Windows 
First in Advertising.” 

Wherever you find big business identified with 
retail merchandising it will invariably be noticed 
window displays have had thoughtful and discrimi- 
nating attention. This careful attention to window 
display advertising is, by no means, confined to de- 
partment stores, clothing, furniture stores and other 
large stores specializing in merchandise, but it is 
also noticeable that window displays of the big chain 
systems have been painstakingly planned and are of 
definite character. You will observe this care par- 
ticularly in the chain grocery stores, drug stores and 
cigar stores. Through the intelligent use of their 
windows these stores in an important way are made 
to prosper. 

Very often it will be noticed these big retail out- 
lets will spend large sums for advertising material 
for window display purposes. The department store 
will make large expenditures for costly decorative 
material for its windows. The big chain systems 
provide for large purchases of printed and litho- 
graphed signs and cutouts. But what big retail or- 
ganizations are doing for themselves in buying large 
supplies of advertising material for their stores aud 
windows, national advertisers are annually purchas- 
ing store advertising material running into millions 
of dollars to supply without cost to retail dealers 
selling their merchandise. 

Without the handsomely lithographed store ad- 
vertising material in the way of color printed signs, 
hangers, cutouts and empty display cartons, it would 
be difficult for the neighborhood dealer to attrac- 
tively arrange his interior store and window dis- 





plays. In fact, he would find the.cost of like adver- 
tising material of his own creation burdensome for 
his business toecarry. 

Progressive and successful retailers are not only 
careful to well use such supplies of advertising ma- 
terial as furnished by the manufacturer,. but are 
ever following up the manufacturers for new sup- 
plies. The same type of neighborhood dealer is alert 
to see what is being advertised and tie up his win- 
dow displays with it. It is noticed, though, neigh- 
borhood dealers will draw the line in using window 
displays of merchandise that is advertised by the 
manufacturers as being on sale in the XYZ drug 
store and other drug stores, thus showing a prefer- 
ence by mentioning the name of a big retailer or or- 
ganization, whereas “For Sale by All Druggists” 
overcomes the objection. 

Of course, profits allowed the neighborhood 
dealers by advertisers are a factor toward obtaining 
the dealer’s support in the use of window display 
material. Naturally the neighborhood dealer does not 
want to entourage sales on short-priced merchandise. 

The frequent request that retailers make for win- 
dow display and store advertising matter suggests 
that very often manufacturers could advantageously 
do more in this direction. 

A window display is the neighborhood dealer’s 
special message to his trade and to those of the 
community. A window display implies the dealer’s 
endorsement and recommendation of the merchan- 
dise so advertised. 

The influence of window displays is not only far- 
reaching with the consumer but also builds confi- 
dence and gives encouragement to other retailers to 
stock merchandise that they haven’t on sale and 
which they observe their competitors are selling, as 
shown by window displays. 

With many types of window displays, it is a 
day and night advertising proposition. This is espe- 
cially true of displays in drug stores, cigar and con- 
fectionery stores and many of the grocery stores. 

Because of the intrinsic value of window display 
advertising, a manufacturer not only benefits from 
the intelligent use of such space, but the advertising 
material he supplies is of personal value to the re- 
tail dealer in improving the appearance of his store. 
His windows become more attractive and his store 
a more inviting place to patronize. Thereby his 


patronage increases, and, as he prospers, becomes a 
better customer for nationally advertised merchandise. 
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Displaymen Must Sell Window Value 


Lack of Sufficient Appropriation to Properly Conduct Department 
Largely Due to Failure of Diplayman to Sell His Employer 


3y W. Z. COY 
Display Manager, Miller, Rhoads & Swartz, Norfolk, Va. 


ITH the approach of the holiday season 

every displayman is busy with the plan- 

ning and execution of his Christmas dis- 

plays presenting gift suggestions for the 
Yuletide season. It is a time when the display man- 
ager isthe most important factor in the establishment 
for the shopping public is innoculated with the buying 
spirit, but in most cases undecided as to the exact 
nature of their purchases until presented with sugges- 
tions through the show window. 

Window display advertising during this period is 
the prime factor in producing results. That being the 
case, every displayman has a great responsibility and 
should be allowed a sufficient budget to make his holi- 
day displays the most attractive showing of the sea- 
son. A great many merchants seem very liberal with 
their display manager for the construction of special 
window settings for the opening of the spring and 
fall seasons, but overlook the importance of the 
Christmas season. 

In many cases where this condition exists the dis- 
play manager is more or less to blame by not making 
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the approach to the employer, selling him on the 
importance of putting forth special efforts for the 
occasion. Too many merchants and displaymen have 
the idea that all the decorations necessary for Christ- 
mas is a few poinsettias or a Santa Claus head, and 
that the appearance of old Santa in a window is a 
signal to start the holiday shopping. 

Many displaymen have’ often remarked that if 
they only had the allowance or could have this or that 
as their fellow-displayman they would be able to 
spring a surprise on the display profession through 
their artistic talent. That I do not question, but I do 
contend that in most cases where the display man- 
ager does not get a sufficient allowance to carry out 
his plans, as he would like, or would be justifiable 
and within reason, it is his own fault by not selling 
the management on the importance of his efforts in 
the business. It is the success of every business to 
keep down overhead as much as possible, and no 
merchant will hand over a budget in a jewel box. 

It is quite necessary when presenting plans to 
have an approximate cost from every angle so that 


ive 


Effective Drape Display With Appropriate Background by W. Z. Coy, Display Manager, Miller, Rhoads & Swartz, Norfolk, Va. 
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you can talk intelligently on the subject, for in most 
cases that is the main issue, and, as a rule, the first 
question asked by the employer. If only able to give 
an indefinite answer little progress will be made in 
convincing the management of your familiarity of 
the undertaking. Know what you are doing and 
know that you know it before presenting the plans 
and I am confident that you wall get more cooperation 
in financing your ideas and endeavors. 

A displayman must be a salesman of the highest 
type to achieve success. He must, first, be able to sell 
his employer his ability and knowledge of the profes- 
sion. This accomplished, he will meet with little diffi- 
culty in what might be termed, securing sufficient 
working capital to execute the ideas that will bring 
results. A displayman must first demonstrate his 
executive and sales ability before he can properly 
show his artistic ability. This is proven by some of 
the leading men in the display profession whose ap- 
propriations are practically unlimited. 

The entire blame for insufficient allowance to con- 
duct a department as deemed best should not be 
placed on the employer. Just analyze the situation 
and determine what is wrong, and I am quite con- 
fident that it will be found to lie in yourself and not 
the employer. No business man will hesitate to in- 
vest his money if he can be shown where he can reap 
a profit on his investment. 
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Interesting and Artistically Arranged Display of Linen by W. Z. Coy, Miller, Rhoads & Swartz, Norfolk, Va. 
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Study your profession from every angle; post 
yourself on the results obtained by the store through 
your endeavors; study the mercantile business as a 
whole, and I am quite sure that you will be convinced 
that past grievances and hard luck stories of your 
failure to produce your best will be found, in most 
cases, just an alibi and an apology for your own short- 
comings. 

The display window is the store’s outside salesman 
and principal representative as they are first to greet 
the buying public. Every display manager has a per- 
fect right to feel justly proud of his choice of pro- 
fession, for it has been conceded by a large majority 
of our progressive merchants as the most powerful 
means af advertising their wares in preseut-day mer- 
chandising. That being the case, consider your pro- 
fession and services for what they are worth to your 
organization and conduct your department on a 
strictly business basis—not a hit or miss proposition. 

Keep in mind the highest esteem for your chosen 
work with an honesty of purpose as to your goal and 
absolute confidence in your ability for the execution 
of your undertakings. Arm yourself with facts and 
figures when presenting plans for consideration, and 
I am quite confident you will be able to accomplish 
better results in obtaining a more liberal allowance 
from the management and a greater respect for your 
ability and the profession. 
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Displays Radiate Christmas Spirit 


Lavish Gift Displays in Windows and Interiors of Country's Stores 
Open Buying Season—One Store Features Live Beasts in Window 


LABORATE toy displays in windows of 
department stores and specialty shops 
throughout the country created the Christ- 
mas atmosphere at an unusually early 

date this year. Display managers have been planning 
their presentations for many weeks and the store- 
houses of manufacturers of all kinds of display equip- 
ment and decoratives have been drawn on for unusual 
creations to arrest the attention of the shoppers. 
Their efforts have matured in the showing of Christ- 
mas delights on a scale more sumptuous than ever 
before. 

Windows in every store handling toys were filled 
with everything from toy pistols to performing ele- 
phants. Mechanical Santas and lively dwarfs were 
shown in enchanted caverns where they were busily 
engaged in making toys. Many stores presented 
scenic backgrounds, artistically colored and lighted. 

Christmas parades, advertised with all the super- 
latives known to the circus industry, were staged by 
many of the larger stores. Outstanding in this fea- 
ture was that offered by R. H. Macy & Company, 
Inc., of New York City, when a crowd of more than 
250,000 men, women and children, packed 20 deep 
on each side of Thirty-fourth Street between Broad- 
way and Seventh Avenue, viewed the store’s second 
annual circus of clowns, live animals, tableaux—and 
Santa Claus. 

When the parade reached the end of their march 
and assembled at the Thirty-fourth Street side of 
Macy’s Store, Santa Claus climbed down from ‘his 
position atop the world and entered the store. Com- 
ing out from the second floor onto a balcony formed 
by an abbreviated roof to a store entrance, he 
ascended a golden throne and was coronated. Imme- 
diately following a bugle sounded, opening Macy’s 
“Thousand and One Nights,” an animated fairy tdle 
spectacle in the store’s windows. 

The marionettes, executed by Tony Sarg after a 
year’s work, presented a series of 26 episodes from 
the Arabian Nights. The window display takes six 
minutes to pass in review and will be displayed until 
Christmas. It depicts every phase of the Oriental 
phantasy. Five hundred wheels animate the mari- 
onettes in the show. 

Another noteworthy street parade was staged by 
Gimbel Brothers, of Philadelphia, which was known 

s “The Arrival and Crowning of Santa Claus.” It 
consisted of approximately 1,500 people, 11 bands, 68 
special features and floats, 75 horses and 25 ponies. 
The big feature, of course, was the vehicle carrying 
Santa Claus, which was a sleigh drawn by real rein- 


deer. Other feature floats were based on well-known 
Mother Goose jingles and depicted such stories as 
“The Old Woman Who Lived in a Shoe,” “Three 
Men in a Tub,” “Red Riding Hood,” “Peter, Peter, 
Pumpkin Eater,” “Old King Cole” and the like. 

The first Christmas parade of A. I. Namm & Son, 
Brooklyn, was conducted through more than 50 miles 
of that city’s streets. Other notable parades were ar- 
ranged by stores, both large and small, in practically 
every section of the country. 

A unique feature of the efforts made this year to 
draw attention to the toy and gift departments was 
the importation of live reindeer with esquimaux at- 
tendants by a number of stores in the metropolitan 
centers. In many cases these animals were stabled 
on the floor near the toy department in enclosures to 
represent the home of Santa Claus, who was always 
nearby. They were driven about the city for exercise 
and to schools so that the children could see real, live 
reindeer and incidentally to call attention to the stores’ 
Christmas activity. 

One of the most pretentious display expositions 
held in recent years was presented by The Dayton 
Company, of Minneapolis, Minn., to herald the store’s 
preparedness to satisfy the requirements of the 1925 
Christmas shopper. A circus menagerie, consisting 
of real, live denizens of the zoo, was shown. The 
animals were from the collection of R. F. Jones, of 
Minneapolis, an animal collector of national reputa- 
tion. The store was moved to place wild beasts in 
their windows this year by the success scored last 
year with a mechanical, menagerie. 

Crowds of grownups and youngsters packed the 
sidewalks in front of the store during the daylight 
and evening hours while the menagerie was open to 
public inspection. So dense were the crowds that it 
was necessary to erect barricades to prevent specta- 
tors from being pushed through the windows. 

Cages in which the beasts were displayed were 
constructed specially for the event by the store. They 
were built in sections and put together within the 
windows, the backs and tops being placed first and 
the bars bolted in last. Some of the cages in which 
the animals were moved into the store were too wide 
to push down the aisles to the trap-doors in the win- 
dow cages and runways had to be built down which 
the beasts were driven. 

On the opening day of the menagerie display, the 
block-long battery of display windows were draped 
with the green and gold curtains familiar to every 
circus fan. Green cards lettered in gold, placed be- 
tween the curtains and the windows, told curious 
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pedestrians that the Christmas zoo was coming. Be- 


hind the curtain a force of carpenters, steel workers, 
electricians and others labored to erect the necessary 
cages and equipment. 

In one big corner window a large camel was 
shown, and in another two huge, tawny Nubian lions 
roamed as much as their quarters would permit. 
Other windows held timber wolves, a huge baboon, 
Axis deer, black bears, Indian leopards, coyotes, leap- 
ing lenas, porcupines, tigers and innumerable cages 
of monkeys. 

A modern version of Santa Claus’ transportation 
system was presented by W. L. Stensgaard, director 
of displays, C. W. Klemm, Inc., Bloomington, [1]. 
A huge dirigible was shown anchored to a tall, ice- 
covered tower. The surrounding scene portrayed the 
far North with Santa Claus’ headquarters shown 
nearby. Toys of all descriptions were effectively ar- 
ranged about the window foreground. 

The Brandies Store, of Omaha, Neb., converted its 
entire eighth floor into a veritable “Trip Through 
Fairyland” and invited all children of the city and 
surrounding county to visit the enormous hall of toys. 
The fairyland was a long, beautifully lighted passage- 
way, in which many of the familiar fairy stories were 
pictured in miniature. 


Toy Display by W. L. Stensgaard, C. W. Klemm, Inc., Bloomington, Ill., Depicting Santa’s Modern Transportation System 


THE DISPLAY WORLD 13 


A mechanical circus, complete in every detail, was 
installed in the Christmas Toyland of Block & Kuhl 
Department Store, Peoria, Ill. Papier mache clowns, 
bareback riders, aerialists, wire walkers, trained ele- 
phants, tigers and lions, together with balancing acts, 
the strong man, statuary settings and other familar 
figures, made up this display. To make the circus 
more realistic, a live American mountain lion, a 
Mexican leopard and monkeys were put in cages and 
placed at vantage points about the arena. Special 
lighting features to resemble the circus arcs illumi- 
nated the scené. The rear wall was covered with 
flaming banners picturing the beasts of the jungles. 

The feature window at Stix, Baer & Fuller Com- 
pany, St. Louis, Mo., portrayed an elaborate scene 
from the history of Ali Baba and the Forty Thieves. 
Ali Baba in Oriental costume was shown seated in a 
cave, while some score of thieves, also beautifully 
dressed, confronted him in various poses of excite- 
ment. The background of the window was a painted 
canvas representing a sea, with mosques and minarets 
visible in the distance. 

Old Nick’s workshop was presented at the Famous- 
Barr Company, St. Louis, wherein four little Santa 
Clauses were shown manufacturing toys. Three other 
windows represented scenes from fairy tales. 
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Efforts of Displaymen Appreciated 


Cooperation of Displaymen and Manufacturer Produces Maximum 
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Results by Quickening Turnover of Merchandise Purchased 


By W. L. HOUGHTON 
General Manager, Luxite Silk Products Co., Milwaukee, Wis. 


ATIONAL advertisers, as a rule, are 
strong for the display manager because 
he is their friend. They are just begin- 
ning to realize how valuable he really ts 

in a quick turnover of their products and in building 
their business to sound proportions. He is always 
willing to cooperate, and it is marvelous the splendid 
results these artisans produce even with the poor ma- 
terial so often furnished them. 

Qur own case is an excellent example of the co- 
operation they will give, for we have achieved re- 
markable success with our Luxite lingerie and hosiery 
because a great deal of thought has been given to this 
end of the business. In other words, we have given 
displaymen good material around which they could 
build the proper’ setting and achieve striking results. 

We have taken our original paintings made to re- 
produce in our color page advertising, put them in 
beautiful frames, had special trunks built in which to 
ship them, and then routed them around the country 
from dealer to dealer. Our ‘procedure is first to 
write all our dealers asking them to send in their re- 





Artistic Display of Luxite Underwear by Jack Cameron, Harris-Emery Company, Des Moines, Iowa 


quests specifying the dates they would like to have a 
Luxite display. All these requests are studied and 
the route for the different paintings in different terri- 
tories determined. This work is as carefully planned 
as if we were sending a theatrical troupe from town 
to town. It takes a great deal of time and costs a 
great deal of money, but we have today hundreds of 
photographs of magnificent displays from the finest 
stores in the country as evidence of its effectiveness. 

. Many displaymen take the same garment that is 
shown in the painting, drape it on a wax figure in as 
nearly as possible the same attitude as the painting. 
We also supply show cards reproducing the painting 
and the live display manager will often have the 
fashion magazines in which the illustration is being 
run open at the page. These paintings cost about 
one thousand dollars each and are certain to attract 
the attention of even the most casual passerby. 

We have been consistent users of beautiful color 
pages in our advertising and have tried to impress 
on the dealer that the quickest way for him to turn 
the goods which he has bought from us was by show- 
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ing his customers he had our merchandise in stock ; 
in other words, capitalizing on the money we had 
spent to help stimulate his business. 

It is almost an axiom with us that our most suc- 
cessful dealers are the ones,who display our mer- 
chandise most. That they get immediate stimulus 
from our displays is shown by the letters we receive 
telling how helpful they have been and asking for 
another painting at a later date. Further, it has 
helped turn the dealer’s stock more quickly, and he 
is, therefore, in a position to again reorder from us. 

Some time ago we reproduced in booklet form a 
few of the many photographs in our collection. 
These were sent to all our customers with the idea 
of inducing them to give more thought to their 
Luxite underwear and hosiery window displays. The 
results from this were surprising and very helpful 
to many of the less experienced displaymen who were 
provided with ideas for their Luxite displays. 

Of course, Luxite silk underwear and hosiery both 
lend themselves to beautiful displays. The lustrous 
sheen of the silk, the beautiful and varied colors, the 
rich lace trimmings, draped against rich velvet or 
dark wood panels, lend themselves to the highest 
form of the displayman’s art. 


TRE DASPLAyY 


Luxite Display by Howard L. Kratz, John Wanamaker Company, Philadelphia, Pa., Featuring Original Painting 





At the second annual convention of the Pacific 


Coast Association of Display Men in Portland, Ore., 
we gave four silver loving cups—two for first and 
second prizes for the best Luxite lingerie displays, and 
two for the first and second prizes for the best Luxite 
hosiery displays. The winners in the lingerie contest 
were: William Scharinghauser, Bon Marche, Seattle, 
Wash., first, and S. S. Clare, Eastern Outfitting Com- 
pany, Seattle, Wash., second. In the hosiery contest, 
C. E. Averill, Callahan Company, Yakima, Wash., 
won first prize, and W. C. Willoughby, McCormick 
Brothers, ‘Tacoma, Wash., second prize. 

It would be hard to name one store more than 
another that has given us beautiful displays, but I 
might mention Harris-Emery Company, of Des 
Moines, Iowa, and John Wanamaker, of Philadelphia, 
examples of. which are reproduced here. Jack Cam- 
eron, display manager at the former, and Howard L. 
Kratz, display manager of the latter, have been in- 
strumental in the constant increase these firms have 
made in the sale of our merchandise. 

To sum it all up, give the displayman the right 
material and he will produce worthwhile results. 

I am a friend of the displayman because he is a 
friend of mine. 
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January Is Month of Clearance Sales 


Powerful Display Settings Necessary to Create Impression During 
First Month of Year When Every Retailer Is Featuring Sales 


By J. WALTER JOHNSON 
Display Minnie and Art Directer, The Power Furniture Co., Portland, Ore. 


ANUARY is a month of sales, whether it 

be furniture, clothing, dry goods or drugs. 

It is a month of clearance of merchandise 

and reduced prices. This may be house- 

cleaning season for business, but not for the home. 

Santa~Claus made big inroads on the average pocket- 

book and it will require unusual advertising and dis- 

plays to keep business pepped up for this time of 
the year. 

A sale window to a large majority of merchants 
is a display crowded to the limit with merchandise. 
That type of dispay is all right for the store that 
has sales every day the year round and has only cheap 
merchandise to sell, but for the store that sells good 
merchandise and has a sale only in July and January, 
stocky, crowded displays only pull down the standard 
of the store. I am a firm believer in price tickets 


and this is the month they are real business getters. 

The sketch below offers a good suggestion for a 
background for your January sales windows that 
should work out very well. There is no limit to color 
schemes for a setting like this one, and the more 
striking the colors, the more attention your windows 
will get. The cut-out figures on the steps would also 
be good to have duplicated as a ledge attraction in 
each department of the store. 

The possibilities of this display lies greatly in the 
perspective that will be obtained. The vision from the 
exterior should be exceptionally attractive. This, of 
course, depends largely on the size of the window 
and the dimensions of the background. Depth will 
add to that asset. Once work is begun on these it will 
be surprising how simply and easily the whole setting 
can be worked out. 


























January Sales Background Suggestion by J. Walter 








Johnson, The Powers Furniture Company, Portland, Ore. 
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Put Punch \ 
in Holiday 
Windows 


Now is the time for all merchants to provide 
for Christmas and New Year Window displays that 
have-‘unusual snap and character. The X-Ray No. 33 
Flood-Ray is the logical and efficient way to make 
the show window attract attention. 

A powerful “center-spot-beam” that shades off to a 
warm glow at the edges, may be focused on any part 
of the display, bringing the object out in high relief. 


Every merchant needs at least one No. 33 Flood-Ray. 
Be the one to help him get it! 


CURTIS LIGHTING, Inc. 
1119 West Jackson Boulevard 


31 W. Forty-Sixth St. CHICAGO 3113 W. Sixth Street 
New York Los Angeles 
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The No. 33 window flood- 
light uses standard 200- 
watt Mazaa lamp, and is 
supplied withac olor frame 
and four colors—red, blue, 
green and amber. 

























The “center-spot-beam”’ of the 
No. 33 acts like a spot light 
in the window. 
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Displaymen Best Judge of Windows 


Only a Close Student of Window Advertising Is Competent to Judge 
Value of Displays or Determine the Measure of Their Success 


By HARRY W. HOILE 
Display Manager, Rorabaugh-Brown D. G. Co., Oklahoma City, Okla. 


OES it pay to have an expert display man- 

ager? This question may sound ridicu- 
lous to the man engaged in the display 
profession, and yet only recently it was 
asked by an advertising manager of a large depart- 
ment store in a Southwestern city. 

He contends that it is possible tc nold a gigantic 
annual sale with as much success without the use of 
window displays, and bases his argument on the fact 
that a certain large store recently conducted a suc- 
cessful anniversary sale with nothing but a picture 
in each of their windows. He failed, however, to 
realize the important part that the pictures played in 
making displays of unusual character. Because the 
display manager did not fill the windows with a lot 
of ticketed merchandise, he contended that the win- 
dows were not trimmed. 

It was not my privilege to view these displays, 





but knowing the display manager personally and be- 
ing thoroughly familiar with the class of work he 
produces, I am certain that he succeeded in his at- 
tempt to sell the store to the public through an un- 
usual series of window displays. The expert display 
manager seldom fails when he starts out to accom- 
plish some definite purpose in this manner. Of course, 
there are some who claim to be experts, but who are 
not even worthy of being classed in the profession of 
displaymen. 

The question arises, “What is success in window 
display, and who is competent to judge?” It is only 
natural to assume that should the windows be judged 
by the advertising manager he would view them from 
a plain copy standpoint and it would require an un- 
usually broadminded man with no small amount of 
display experience and close observation to do justice 
to the windows. Even the merchant is not always 





Interesting Children’s Wear Display by Harry W. Hoile, Rorabaugh-Brown Dry Goods Co., Oklahoma City, Okla. 
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< Ames Chicago affords the most complete Display Equipment and Decoration Market in the 
< World—Time and money may be saved, and the best that decorative genius creates can 

be obtained in Chicago at prices that can not be duplicated—quality considered. 


THE ADLER-JONES CO. 
649 S. Wells Street 


Artificial Flowers—Decorations 


THE BODINE-SPANJER CO. 
— 1160 Chatham Court 


Distinctive Display Decorations 


ay BOTANICAL DECORATING CO. 
319-27 W. Van Buren Avenue 


_ Artistic Decorations & Artificial Flowers 





CHICAGO CARD BOARD CO. 
666 Washington Blvd. 


Art Poster Card and Mat Board 


CURTIS LIGHTING, INC. 
1119 W. Jackson Blvd. 


Complete Equipment for Lighting Effects 


THE HECHT FIXTURE CO. 
620 Medinah Building, Wells and Jackson 


Everything in Display Fixtures 





INTERNATIONAL REGISTER CO. 
13 South Throop Street 


“CUTAWL” Decorative Cutter 





THE KOESTER SCHOOL 
314 S. Franklin Street 


Display and Card Writing Instruction 





THE MURDISON COMPANY 
316 North Michigan Blvd. 


Anaglypta and Decorative Papers 





NATIONAL CARD, MAT & BOARD CO. 
4318 Carroll Avenue 


Show Card Boards, Mat Board, Cut-Outs 





PAASCHE AIR BRUSH CO. 
1902 Diversey Parkway 


Air Brushes and Accessories 





SCHACK ARTIFICIAL FLOWER CO. 
134-140 North Robey Street 


Window and Interior Decorations 


SILVESTRI ART MFG. CO., INC. 
1035 Orleans Street 


Bakard Compo Display Creations 


Endorsed by most critical and discerning displaymen and merchants 
everywhere—and recommended to progressive purchasers by the 
Buyers Service Bureau of The DISPLAY WORLD. 


Write for Catalogues! 


Copyright, 1924, by The Display Publishing Co. 
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Artistic and Elaborate Setting by Harry W. Hoile, Rorabaugh-Brown Dry Goods Company, Oklahoma City, Okla. 


qualified to act as judge, but very few of them ever 
realize the fact. 

Some merchants believe that if they can find some 
little flaw in a window they are better judges of dis- 
play than the one who placed it. As a matter of fact, 
they defeat their own purpose if they become too 
critical, and, incidentally, this procedure is very dis- 
couraging to the displayman, for he can not produce 
his best effects without sympathy and encouragement 
from the firm. 

If the merchant secures the maximum results 
through the display windows he must give the dis- 
playman credit when credit is due. Anyone wiil tell 
you that a little show of appreciation on the part of 
the store officials will improve the character of a 
man’s work, whether it be in window displays or any 
other line of endeavor, and, strange to say, the better 
the man the more susceptible he is to a little well- 
earned praise. 


We hear questions of more or less importance 
from time to time in regard to display work, all of 
which shows that, at any rate, we are attracting at- 
tention to windows. Here we find the answer to the 
question at the beginning of this article. To attract 
has been declared by hundreds of advertising, display 
and store executives as the primary function of win- 
dow display. If the few feet behind the plate glass 
can stop a busy passerby and cause him or her to 
inspect the merchandise being shown, it has per- 


formed one important duty. If it can create a favor- 
able impression and comment its whole purpose has 
been accomplished, but if the’ onlooker is drawn into 
the store the display is worthy of being classed as a 
superior presentation. 

If window displays attract attention, as it has been 
often proven that they do, it is very important that 
an expert be in charge of the display department so 
that the best results may be obtained. Let the mer- 
chant be sure that he has the right man, then give 
him free rein to make the best of the greatest selling 
factor of all—the display windows. 





INTERESTING DISPLAY IN NEW YORK WINDOW 

“Ohrbach’s Miracle Days” display is one of the most at- 
tractive windows that has been installed in the metropolis 
this month, as the unusual attention given to it since its in- 
stallation by the throng that has passed along the south side 
of Union Square bears unimpeachable testimony. A ma- 
gician bearing a seething incense bowl forms the center of 
the attraction, and so artistically is the set piece painted 
that his gaze is irresistible to the casual passerby. 


Originality in merchandising application was the watch- 
word in creating the pleasing setting and is manifested in 
every exhibit, from the set piece representing Moses in the 
wilderness tappirg the rock from which the mira-uclous 
spring issues, to a portrait of Father Time pounding out the 
minutes of “Ohrbach’s Miracle Days.” 

The entire display, from the creative art work of the 
settings to the window display itself was in charge of the 
Beyer Display Service, Inc., 286 Fifth Avenue, with John H. 
Beyer himself supervising the operation. 
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An Effective Means for the 
Concentrated Tie-Up of all 
Manufacturers and Con- 
cerns Catering to the Dis- 
Field and Directly 
Interested in its Growth. 
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A National Slogan and Emblem 
That Puts Its Message Across 





“Electrotypes Available in Two Sizes at a Cost of Only $1.00 for the Set.” 


This slogan and emblem is the result of the 
realization of the publishers of The DISPLAY 
WORLD that the interests of the entire display 
field could best be exploited and promoted by a 
national slogan and emblem which would afford 
a ready tie-up for all interests identified with 
this field and desirous of aiding in its constant 
growth and development. 


The slogan has been copyrighted and elec- 
trotypes are being offered for your use at a 
cost of only $1.00 for the set of both sizes. 

The use of this slogan on your stationery, 
advertising literature and catalogs will prove 
a tremendous influence for giving publicity to 
the importance of window display advertising 
in the business world. 


ORDER A SET OF THESE ELECTROTYPES TODAY 
THEN PUT THEM RIGHT TO WORK 


The DISPLAY WORLD Service Bureau - - 
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Cincinnati, Ohio 





















MMMM hdddddddddddddddddddddddiilddluliUlLLZLEZEZEZZZZ. Liiddidddddddddddsddddddddde 


22 





THE DISPLAY WORLD 





December, 1925 





Displays and the Advertising Agency 


Greater Cooperation With Advertising Agency Will Prove Profitable 
for Advertisers, Producers and Installers of Display Material 


By BATES COMPTON 
H. K. McKann Advertising Agency, New York City 


VERYONE interested has wondered why 

the window display medium and the ad- 
vertising agency are not closer together. 
Considering that window display is a 
major advertising medium and that advertising 
agencies are such an important factor in all forms 
of advertising, it is unfortunate that they do not 
pull closer together. This lack of coordination must 
be the outstanding teature of any discussion of the 
relation of window display and the advertising 
agency. 

There is no use trying to theorize on what the 
agency should do or what the window displayman 
should do about the situation. Perhaps the best thing 
is to take a good hard look-at the present positions of 
all those concerned and see if it is not possible, 
through better understanding and good feeling, to 
do something with the actual conditions with which 
we have to deal. If what follows only serves to give 
a fairly clear idea of working conditions in each part 
of the window display business, this will have ac- 
complished a good part of its purpose. 

First, let us look at the advertising agent. He 
started out as a wholesaler of white space in publi- 
cations. He grew up to meet an economic need in 
the publishing and marketing businesses. That’s 
where he got the name of space peddler, which was 
a perfectly proper name at the time because that 
was all he was and he didn’t pretend to be anything 
else. 

The agent today is an entirely different sort of 
man, performing an extensive service which goes far 
beyond space selling. In order to stay in the race 
he must furnish a rounded service which starts with 
a thorough knowledge of market and production 
conditions and goes through all the steps of plan- 
ning, preparing and placing advertising, and finally 
sees to it that the advertising is sold to the trade and 
is properly checked for results to guide him in future 
work. This implies a real knowledge of all market, 
advertising and selling conditions with respect to any 
product he handles. It is this kind of work which 
justifies the publisher’s 15 per cent commission, 
which, by the way, is pretty well strained to cover 
the job. As a matter of fact, most agencies are now 
operating on a very close profit basis. 

The agency’s thorough knowledge of marketing 
conditions and selling practices as well as of adver- 
tising is essential for a good advertising job in mod- 
ern competition. You seldom find a campaign these 








days that is not based on a thorough analysis of 
many facts, some of which might casually appear 
entirely foreign to an advertising problem. All this 
work is important to the success of advertising in 
any medium, which emphatically includes window 
display. The advertising agent, however, is not now 
applying as much of this as he should to window 
display. 

Neither is the agent as experienced as he should 
be in the production, art, copy and placement of 
window work. There is no doubt but that the agent 
has the latent ability to do a superior job. He simply 
lacks experience. Given the opportunity, an agent 
can easily gain this special knowledge and apply to 
window display problems his large stock of general 
advertising experience and ability. 

The agent has no monopoly on good ideas and 
knows it. When it comes to publication advertising 
he is constantly receiving and using excellent ideas 
furnished by publishers. He does not ordinarily do 
this, however, with window display and he might 
very well do so with good results all around. 

On the whole, the advertising agent is groping 
around in the field. He knows that the medium by 
itself is important and effective and that in coordina- 
tion with other mediums will make them more effec- 
tive. He is not in any too close touch with window 
display people or with his own clients with respect 
to window display. He would like to do more with 
the medium, but at présent has no definite idea of 
just how to go about it. 

Second, let us look at the producers of window 
display. They are usually capable of expert creative 
and planning work, as well as being skillful from a 
mechanical standpoint. A large percentage of all 
window display copy and design comes from the 
producer. It is a testimonial to his creative ability 
that he can succeed under very difficult circumstances. 

In the ordinary case the producer deals with the 
advertisers direct, and, while their relations may be 
close, he usually gets only part of the selling and 
advertising information he needs in order to make 
the best kind of display. With several hundred ad- 
vertisers on his list of customers or prospective cus- 
tomers, it is physically impossible for him to have 
a thorough knowledge of everything which may 
affect window display. While he usually does get a 
considerable number of pertinent facts and has a 
large store of experience to call on, at the same time 
he is really poorly informed in any specific case in 
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boost your sales of Christmas goods. 
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Sell More Holiday Goods 


The attractive toilet goods unit illustrated will help you 


ONLI-WA Display Fixtures 


can always be depended upon to help produce attractive 
sales-getting displays. Write us for complete, illustrated 
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Colored Lighting 
The Most Valuable Sales 


Idea in Years! 
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displays 
much more 
effective by 
installing this 
simple _sys- 
tem for add- 
ing the prop- 
er atmos- 
phere to your 
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BY JEROME A. KOERBER 


is a complete, modern and practical text and reference 
book on the subject of mercantile and display draping. 
It covers the subject thoroughly, comprehensively and 
authoritatively, and is profusely illustrated with dia- 
grams, pen drawings and photographs. 

The contents of this book is a revelation, as it com- 
prises the experience of a life spent in the execution 
of draping art by the country’s foremost draping au- 
thority. 





Published by 





1209-11 Sycamore Street 








Profusely Illustrated—Substantial Cloth Binding—128 Pages—Page Size, 734 x 104% 
Books Shipped Same Day Your Order is Received—Order TODAY! 


THE DISPLAY PUBLISHING CO. 


Expert Draping 


CONTENTS 


Here is a Book that Reveals all Secrets of 


“THE ART of DRAPING” 


The fundamentals of draping; fixtures—what they 
are and their importance; how records are kept in dis- 
play department; efficiency in decorator’s room; general 
knowledge of merchandise; the structure of drapery; 
ornamentation of drapery; importance of color and color 
harmony; a chart of colors and combinations; com- 
bining colors by use of color chart; some pertinent 
advice—errors to be avoided; draping examples illus- 


trated and described. 


OF DRAPING. 


Cincinnati, O. 











Price $3.00 Postpaid 


SPECIAL OFFER—A copy of this new book, THE ART OF Rate 0 atypia meme 
DRAPING, together with a year’s subscription to The DIS- 
PLAY WORLD at a cash saving of $1.00—Both for $4.00. 


[f you are already a subscriber your subscription will be extended. 


ORDER BLANK 


The Display Publishing Co., Cincinnati, 0. 
Gentlemen: Enclosed find money order 
for $3.00 for one copy of Koerber’s ART 


Ship postpaid to following address: 
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comparison to the advertising agency. The agency 
has years of concentrated knowledge about the mar- 
keting problems of the particular product and may 
have had half a dozen or more men working on the 
product for all those years. This is certainly a han- 
dicap to producers, and, considering the good work 
they do under this handicap, it seems obvious that 
the medium would certainly be better if they could 
in some way use the agent’s information. 

In planning a store display independently, the 
producer must either acquire all the agency’s knowl- 
edge or work without it at a disadvantage. Getting 
the agency’s information is almost an impossibility 
without close contact with the agency, and such con- 
tact is not usually present. 

At present the producer does not generally deal 
with the advertising agent. Perhaps he has in mind 
unfortunate experiences with the old-fashioned 
space-peddling agency. He may have, in the past, 
run across some agent who belittled his creative 
abilities, and there are even cases on record where 
agents have taken undue advantage of the producer’s 
ideas. It remains a fact, we may as well admit, that 
the producer does not like to deal with the adver- 
tising agency. This attitude is nobody’s fault in 
particular and is the natural result of conditions over 
which none of us have complete control. 

Third, let us look at display installation services. 
They are essential to the control of window display. 
Although other methods may be used to get displays 
in place, the installation service is just as necessary 
as the United States mail and the news-dealer in the 
publication field. They are not mere display erectors, 
but are experts in dealing with retailers and arrang- 
ing windows to best effect. Working in close har- 
mony with sales forces, they can and do contribute 
a great deal to the success of the medium. 

Unfortunately the installation business has had 
practically no contact with advertising agencies. 
They have ordinarily worked closely with adver- 
tisers, particularly through local sales representa- 
tives. The agencies should know all about these 
services and the services should know all about the 
agencies. While efforts are being made toward mu- 
tual understanding, the work is far from complete. 


This situation somewhat parallels the situation of 
twenty-five years ago when, in the outdoor field, 
poster plant owners were operating on a local basis. 
Barney Link was a very strong character, who pulled 
most of them together into an association so that 
now it is a simple matter for an advertising agency 
to buy standardized poster showings anywhere. It 
took many years to do this with the outdoor medium. 
We hope it will take fewer with the window medium. 

The present finds the installer and the agent not 
properly acquainted with each other. 

Next, looking at the advertisers—they were buy- 
ing window display long before agencies were 
thought of. They bought it direct from the manu- 
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facturer and usually when the need for an individual 
piece became apparent. This custom has continued 
through to the present, which finds the average ad- 
vertiser doing in a fundamental way the same thing 
he would have done years ago when it comes to pur- 
chasing store display. This is true, with a number of 
exceptions to prove the rule. 

‘Window display material is often regarded as an 
entirely different matter from publication advertis- 
ing, the distinction being that you purchase a bill 
of goods when you get window display and simply 
make a space reservation when you buy publication 
or outdoor advertising. In buying a bill of goods the 
manufacturer feels that he can purchase for himself 
as well as anyone. This would apply properly to 
window display if it were nothing but so many pieces 
of material. All advertising of every sort and kind 
is only as good as the amount of clear thinking 
which goes into its make-up. 

Sometimes the manufacturer buys window dis- 
play without using all the thinking the agency has 
already done or might do. Often the purchasing 
routine tends to give the price of material too much 
importance relative to advertising effectiveness. Ac- 
tually the price of such material can only be meas- 
used by its effectiveness per dollar paid. Thus, a 
fifty cent display may cost more than a five dollar 
display. 

The advertiser has built up methods of handling 
window display which often contradict his practices 
with other advertising. He may have his advertising 
manager act in an advisory capacity with the agency 
on publication and outdoor work, and at the same 
time handle all the detail and routine of market in- 
vestigating, planning, creative and mechanical pro- 
duction, storing, shipping and checking on window 
display material. His agent probably has available 
much unused ability, experience and capacity for 
doing these things. 

Perhaps the advertiser does not use as much win- 
dow display as he should on account of the difficulty 
in operating independently. Perhaps for the same 
reason his window display is not as good as it might 
be. Perhaps he pays an unnecessary premium for 
creative work if the advertising manager asks the 
producers to speculate on sketches and ideas. There 
is no doubt that this system turns out much fine 
material. The only question is whether the material 
and its use is as good as it might be if it were to 
receive the benefits of agency service—and on the 
assumption that the agency will give it the attention 
it deserves. 

Often the advertiser has not been offered the as- 
sistance of his agency or has not asked for it. 


Other mediums should be considered. They have 
a keen appreciation of window display. There are 
many cases where magazines and newspapers do 
everything in their power to insure that the adver- 
tising in their columns is being supported by proper 
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store advertising. Some newspapers actually go out 
and put up window displays. You will find the out- 
door people recommending a run of window posters 
to support their 24-sheet posters and the direct mail 
people devising broadsides which can be used for 
store display. 

These mediums do not object to the advertisifig 
agent getting closer to window display work because 
they realize that better window display and more win- 
dow display will mean more effectiveness for the adver- 
tising in their mediums, and, in turn, more advertis- 
ing for them. In many cases they are helping the 
agency in window display work, and in some cases 
the only kind of window work done by agencies is 
through the merchandising departments of maga- 
zines and newspapers. 

The retailer has the final word on displays. He 
does not ordinarily think of who produces his win- 
dow material, but he does think a lot of how it sells 
goods for him. He sees the market investigator 
sent around by advertising agents and perhaps won- 
ders what these agents are doing towards selling 
goods through advertising in his store after getting 
so much valuable information. 

In this attempt at analysis of the positions of dif- 
ferent groups, one feature is common to all of them, 
and that is that in every case there is considerable 
lack of coordination with other groups. It may be 
that in the face of practical conditions the present 
working methods are best and cheapest, but the case 
for the other side of the question seems so logical 
that this is hard to believe. 

It appears as if the practice is to leave out some 
available and effective workers when it comes to win- 
dow display. It looks as if the advertiser were pay- 
ing for a lot of unused overhead in his window and 
store work. It seems that some creative and produc- 
tive advertising facilities are overburdened on win- 
dow work and others not burdened enough. Some 
of the competition which exists in this field might 
easily be labeled destructive. On the whole, there is 
a costly lack of balance due to uneven distribution of 
the weight of the work. 

This is all very regrettable and an easy thing to 
talk about, but it is not so easy to find a satisfactory 
answer. No one is good enough to give anything 
like a complete answer at the present time. It would 
be easy enough to build up a number of theoretical 
solutions, but we are up against a practical proposi- 
tion that can’t be handled in that way. We can be 
encouraged in knowing that a number of organiza- 
tions are actually working on the problem. For ex- 
ample, my company, the H. K. McCann Company, 
is one of these organizations and has adopted policies 
and practices with which we hope to do considerable 
good. Our action is a definite step in the right direc- 
tion, and a brief outline of it is the best way I know 
of suggesting something constructive. 

(Continued on page 58) 
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Twelve Distinctive Creations in New 
Designs of Window Display Fixtures. 


“BUILT OF GENUINE WALNUT” 
In Plain, Decorated and Hand-Carved Styles. 
“FINISHED WITH LACQUER.” 


CARRIED IN STOCK FOR PROMPT 
SHIPMENT. 


IF INTERESTED IN EFFECTIVELY SOLVING YOUR 
DISPLAY FIXTURE PROBLEMS, WRITE FOR FULL 
PARTICULARS COVERING OUR COMPLETE LINES 


Quing Show Case Works 











Quincy, Ill. U.S.A. 





ARROW BRAND 


For Paper Craft 


Supreme Quality 


Made in Thirty-three Brilliant 
Shades and Colors 


Gye 


IS MADE ESPECIALLY FOR 
DECORATIVE PURPOSES 


A Sample Fold Sent Upon Request 
Manufactured by 


The Tuttle Press Co. 
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Windows Utilized By Manufacturers 


Retail Merchants Contribute Valuable Window Space for Showings of 
Local Manufacturers’ Products as Feature of Annual Civic Event 


a 
By J. NEWELL JOHNSTON 


Managing Editor, Sherman Daily Democrat, Sherman, Texas 





HE educational advantage of a window 
display is well known and the indirect re- 
sults obtained from such a feature have 
been conclusively demonstrated in many 
ways by organizations and individuals. . Manufac- 
turers long ago realized the importance of getting 
their merchandise into the dealers’ windows for the 
sales returns positively assured but in only a very 
few instances have they utilized the medium for 
creating and maintaining the interest of local citizens. 

A civic event known as “Manufacturers’ Week” 
was recently observed in this city under the fosterage 
of the Chamber of Commerce for the purpose of 
stressing the importance of local support to the fac- 
tories and at the same time emphasizing the fact that 
the citizen’s duty in buying at home is not alone 
confined to the consumer but also an obligation the 
retailers should assume in buying from local jobbers 

and wholesalers. * 

One of the principal features of the manufac- 
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turers’ week is the cooperation of the retailers in giv- 
ing the use of their windows in which factory repre- 
sentatives place attractive displays. For a week these 
windows are advertised by the manufacturers them- 
selves and through cooperation of the local news- 
papers. Pictures and stories are carried in the state 
press, telling of the progress that has made Sherman 
the fifth industrial city of Texas. 

So convinced are the local merchants of the sound- 
ness of the proposition that they give their window 
space without condition. A dry goods store window 
may have products of an iron works or drug store 
articles usually found only in grocery and feed mar- 
kets. The fifty-two factories are large and small and 
necessarily one would have a more attractive display 
than another. 

Not only did the factories have window displays 
contributed for the week period, but the merchants 
entered enthusiastically into the plan and had special 
displays of their own in other windows of Sherman- 





Displays in Retail Store Windows During Second Annual Manufacturers’ Week, Sherman, Texas. Top Left, A B C Candy 
Company at Bone & Ellis Store; Top Right, Sherman Manufacturing Company at Yates Shoe Store; Bottom Left, Fant Mill- 
ing Company at Puritan Store; Bottom Right, Chapman Milling Company at Marks Bros. 
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made products that they sold. Practically every dry 
‘goods store and men’s furnishing house had special 
sale prices on shirts which are made in the largest 
factory of its kind in the South, having more than 
six hundred employes. 

Displays in the windows have been the means of 
giving the smaller factories the needed local patron- 
age to establish the plants in its early and lean years, 
thus insuring the success of new industries. As an 
example of this influence, one plant increased the 
number of employes from four to sixteen, wholly due 
to the showing he was privileged to make in the first 
annual industrial week. 

One of the most attractive displays of the entire 
group in the local retail windows was that of the 
Poole Manufacturing Company at the Bass, Parrish 
& Taylor store, where shirts were shown in the cen- 
tral and largest window. Advantage was taken to 
show the various styles and colors of shirts made of 
different quality and the presentation firmly estab- 
lished in the minds of the thousands who viewed it 
the fact that this factory is the largest dress shirt 
makers in the South. A mechanical figure of a man, 
placed in the center, displayed various placards, one 
after another, to bring forth facts about the plant. 

The Sherman Manufacturing Company had a dis- 
play in a window of the Hermer Shop showing cotton 
ducking and the stages-through which the raw ma- 
terial passes to the finished product. A placard de- 
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Display of Poole Manufacturing Company Products in Window of Bass, Parrish & Taylor Co., Sherman, Texas. 





27 


clared that the products are made from Grayson 
County cotton. 

An interesting display in revealing the variety and 
quality of candies made by the A B C Candy Com- 
pany was featured in a prominent window at the Bone 
& Ellis store. All kinds of candies were shown in 
trays and boxes, and inside the store all callers were 
given samples of a popular confection produced by 
this manufacturer. In a window of the Reynolds- 
Parker Company, the Sherman Coffee Company had 
a display of their package coffee and other Royal 
breakfast products. Green and roasted coffee beans 
formed the setting for the merchandise. 

The display of the Fant Flour Mill at the Puritan 
Store was designed to show not only the variety of 
products manufactured but also their wide distribu- 
tion. In the foreground was a scene from Holland 
with the flour sacked for distribution in Holland and 
Belgium, while in the rear was a scene in Central 
America showing the sacked products with lettering 
in Spanish for sale and consumption in Mexico, Cuba, 
Guatemala and other tropical countries. 

In addition to the displays the Chamber of Com- 
merce encouraged the people to visit the local fac- 
tories and special “open house” hours were held by 
the different plants. Women of the city, as buyers for 
the household, were given a special appeal to buy local 
products and were made to realize their part in the 
upbuilding of the city. 
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Magazines Filled With Display Ideas 


Inspiration for Excellent Display Settings Can Be Found on Pages of 
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Prominent Magazines and in Manufacturers’ Advertising Literature 


By ENOCH LUNDQUIST 


Advertising Department, The Hoover Company, Chicago, Illinois 


RE you sometimes hard put for an idea upon 
which to build a display? Does the articic 
you are about to display seem to be so 
limited in talking points that there must, 

of necessity, be an everlasting sameness to the manner 
of showing it in your windows? There seem to be many 
articles of this sort in the average store. Yet some of 
the most distinctive and dignified windows of the pres- 
ent day, and some of the best sales-producers, are those 
featuring commonplace articles. 

Take the electric cleaner, for instance. One might 
say that it was merely a mechanical broom, a conveni- 
ence for help in keeping i.vuse, and that the best way to 
display it would be in the company of other household 








cleaning devices. 

But the fact that it is a convenience, doesn’t that 
suggest one manner of featuring it by itself? ‘That it 
saves time, labor, preserves rugs and safeguards the 
family’s health through thoroughly cleaning dirty floor 
coverings, do not these things suggest interesting ser- 
mons upon subjects in which the public is interested ? 


= 


erase 


Idea For This Elaborate Setting Secured From Magazine Advertisement by C. J. Benedict, Younker Bros., Des Moines, Iowa 


In his advertising an electric cleaner manufacturer 
will discuss these various subjects. His story of time, 
labor and health-saving and of rug preservation is 
before the public constantly. If repeated in your win- 
dows, as it can often so excellently be, it follows that 
his printed message is emphasized and its benefit local- 
ized and centered upon your store. 

C. J. Benedict, display manager at Younker Broth- 
ers, Des Moines, fingered through the pages of a popu- 
lar magazine a few weeks ago. He saw, there adver- 
tised, many of the products his firm handles. One of 
them was the suction sweeper. The ad said, “Are your 
rugs safe playgrounds?” 

Rugs, playgrounds—hm—children play upon the 
carpeted floor. Most carpets are full of insanitary 
street dirt. Plainly, the carpeted floor is not always a 
safe playground for children. So Mr. Benedict repro- 
duced that advertisement’s setting and its story in a 
window. And did it pull? Younkers’ had the biggest 
spring week’s business on suction sweepers that this 
firm has ever had. 
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C. C. Woodward, displayman for the J. M. Stewart 
Co., hardware dealers at Indiana, Pa., used to beat his 
mother’s rugs when he was a kid. It was a job.he 
hated. And when he installed a suction sweeper win- 
dow in the Hoover Company’s display contest last De- 
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Human Interest Display by C. C. Woodward, J. M. Stewart 
Company, Indiana, Pa. 
cember he naturally put some sentiment into it. The 
setting and the little fellow’s disgusted “Ah, ma! get 
me a Hoover for Christmas” tells a story that must 
have made every grown man who saw remember how 
he, too, used to beat *em when he was a kid. . 
Such a common household device as an electric 
cleaner is not short on talking points or on display 
points. If your display idea doesn’t readily come to 
mind, look through some of the magazines. There’s 
many a display gem hidden away in the advertising 
pages. And you can begin where the manufacturer 
must, of necessity, leave off, because he is limited to 
paper and ink, but you can make a powerful picture. 





MANY INDUSTRIES USE SCHILLING “GLASSADS” 

One of the newest and prettiest forms of window posters 
is the new “Glassads” as manufactured by the Schilling 
Press Inc., 137 East Twenty-fifth Street, New York City. 
They have the appearance of a high varnish poster, are in 
attractive colors, and are semi-transparent. 

The manufacturers claim many advantages over decalco- 
manias or transparencies as they require no paste, gum or 
unsightly stickers to apply to the windows, neither do they 
require experience to put up. Salesmen can easily apply them 
and will use in preference to bulky signs. 

Among the reported users of this new sign are such lead- 
ing advertisers as the Coca-Cola Company, Fisk Tire 
Company, Federal Tire Company, Combination Rubber Com- 
pany, W. L. Douglas Shoe Company, Morsé & Rogers Shoe 
Company, the Cluett-Peabody Company, Gillette Safety Razor 
Company, Melba Shaving Cream, and many others. A free 
sample of Glassads will be sent upon request. 





SOUTHLAND DISPLAY PRESENTED EARLY 

A showing of women’s apparel for Southland wear was 
recently made by Andrew Matzer, display manager of F. & 
R. Lazarus & Company, Columbus, Ohio. The central win- 
dow space of the large store front was given over to the 
display of light flannels” and accessories for Southern 
sportswear. 
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“JUST THE BEST” 
Papier Mache 
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Let Us Serve You 








Art Fontaine 
Exposition Company 


10714 N. Main Street 
Los Angeles, Calif. 
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Creating Displays Under Difficulties 


Lack of Equipment is Great Handicap But Can Be Overcome by One 
Who Enjoys Thrill of Creating Good Merchandise Displays 


3y W. S. HALL 
Display Manager, Idaho Hardware & Plumbing Co., Ltd., Boise, Idaho 





S has been aptly stated, it is very easy to 

create a satisfactory display when all 
one has to do is to order materials from 
a decorative manufacturer’s catalog or 
salesman, but it is another thing when the ideas must 
be conceived and executed without any outside help. 
The displayman who has access to a neat annual 
budget for his display work and has good, modern 
windows and fixtures with which to work is for- 
tunate, indeed. 

It is not meant that merely with good accessories 
at hand striking displays with sales producing quali- 
ties come automatically and without special effort, for 
even then it requires thought, patience, skill and 
painstaking labor to produce worthwhile settings. 
But to the man really adapted to this work creative 
labor is a pleasure. 








So much for the man who has good equipment at 
hand. It is admitted that he must be somewhat of an 
artist in his line to succeed; now, how about the man 
with little or no equipment and whose time is divided 
with other duties? Perhaps he has not a dollar’s 
worth of accessories. Maybe his window is “backed” 
only by a two-by-four railing, eighteen inches from 
the floor with a mirror between. This mirror quite 
perfectly reverses and confuses the “front” that he 
tries to present in his displays. 

This is a word picture of the life-size problems 
confronting many part-time displaymen. To some 
of them this state of affairs is unsurmountable, but 
to those who enjoy the thrill that comes with the 
creation of good displays with good merchandise no 
obstacle is too great to overcome. 

If conditions are not opportune for rebuilding the 
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Attractive Display Created by W. S. Hall, Idaho Hardware & Plumbing Co., Ltd., Boise, Idaho, in Their Shop from Sundry Items 
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windows of modern lines he accepts the fact and gets 
busy. He realizes that much thinking and hard work 
are ahead, for he is confronted with the problem, 
“How can I display my merchandise so it will show 
up to the best possible advantage?” 

To this type of man just putting the goods in the 
window any old way will not suffice. To him it is 
unbearable and unprofitable to force the public to 
strain its eyes before an open-backed window in an 
effort to define the items on display from the other 
thousands within the store. If the attributes of suc- 
cess in the display field are in this man his pride and 
love of the work compels him to find a way to install 
displays worthy of the name. 

The solution of this problem is a background—a 
frame for the picture—a zone within which to con- 
fine the public eye and attention upon the items dis- 
played. Just as a picture looks better in a frame, so 
with merchandise properly placed before a suitable 
background. The effectiveness is increased many fold. 


The type, style and construction of a background 
to be adopted must be approached from an individual 
angle. The size and shape of the window, lighting 
conditions, classes of merchandise to be displayed and 
many other things call for attention. Fully all these 
problems recently confronted us, and the results se- 
cured in the way of good displays is attested by the 
accompanying illustration showing a recent fireplace 
goods setting. 

Needless to say this class of displays has rounded 
out our volume of sales in all lines represented. Dur- 
ing the past six months our displays have been 
entered in four national contests, which resulted in 
winning two first prizes, one second prize and one 
honorable mention. 

The background idea shown here was made com- 
plete in our own shop from sundry items—wall 
board, corrugated carton paper, wood strips, veneered 
box sides, bits of sheet rah wall paper, crepe paper 
and what not. The covering material, as well as the 
shape and design of the background is changed to con- 
form to the merchandise on display. If suitable 
covering material is not readily obtainable, it is 
made of heavy manila wrapping paper, shellaced 
then treated with water or oil color to suit the case. 


Sporting goods and hardware items often lend 
themselves exceedingly well for certain desired 
effects by fastening upon the background itself. In 
working out this idea contrast of background and 
goods is kept in mind, thus securing a striking effect 
in relief and definition for the items. Our latest first 
prize in a national contest was won with this idea. 

In the case of a man who is handicapped with a 
lack of modern windows and equipment it is all up 
to him. If he is a creator and likes the work all ob- 
stacles will melt before his inner urge and persist- 
ence. His displays will be attractive and profitable 
and he will become one of the store’s greatest assets. 
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Christmas Greetings and the 
New Y ear be&t wishes to 
Klee’s many staunch 
customers and 
friends. 


——s 
“‘Let your display windows be Klee Fixed”’ 
——a 


Klee Display Fixture Co., Inc. 


Manufacturers 


172 ATLANTIC AVE., ROCHESTER, N. Y. 




















Window Display 
ACCESSORIES 


of Every Description 
Everything for the DISPLAYMEN 








Artificial Flowers Glass Shelves Spot Lights 
Artificial Fruit Glass Heel Rests Strip Lights 
Baskets Grass Mats Stix-Wel Glue 
Background Papers Metalline Draping Tinsel Flitter 
Borders Cloth Thumb Tacks 
Bilt-Wel Board Pedestals Valances 
Birch Bark Strips Papier Mache Velours 

Card Holders Novelties Velour Papers 
Chenille Roping Price Tickets Vines 

Color Attachments Plushes Wood Carvings 
Flood Lights Reflectors Wood & Metal 
Foot Lights Revolving Tables Fixtures 
Gelatine Scenic Paintings Wrought Iron Stands 
Glass Stands Show Cards 


Sample Books of Special Papers, Flowers 
and Novelties Mailed Upon Request 





Doty & Scrimgeour Sales Co., Inc. 


148 Duane Street New York 
Phone: Whitehall 2737—2738 


“Everything for Better Window Displays” 
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THE DISPLAY WORLD MONTHLY PICTORIAL REVIEW 

(1) F. U. Arthur, Strain Bros., Great Falls, Mont.; (2) Eugene S. Cowgill, F. G. Clayton Company, Detroit, Mich.; (3) C. M. 

Shrider, A. E. Starr Company, Zanesville, Ohio; (4) R. A. Corbin, Radin & Kamp, Fresno, Cal.; (5) Raymond T. Whitnah, 

The Crosby Bros. Company. Topeka, Kansas; (6) Neusteter’s, Denver, Colo.; (7) J. H. Hamilton, Ray M. Southworth Com- 
pany, West LaFayette, Ind.; (8) T. B. M. Hicks, Sr., Wm. Filene’s Sons Company, Boston, Mass. 
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THE DISPLAY WORLD MONTHLY PICTORIAL REVIEW 
(1) A. Matzer, F. & R. Lazarus Company, Columbus, Ohio; (2) C. Person, Cak Hall Clothing Company, Duluth, Minn.; (3) 
John E. Cooke, Coulter Dry Goods Company, Los Angeles, Cal.; (4) C. S. Longenbaugh, H. G. Wendland & Company, Bay 
City, Mich.; (5) Douglas A. Rowe, Orkins Specialty Shop, New York City; (6) M. F. Hershey, Stewart D. G. Company, 
Louisville, Ky.; (7) S. Goldberg, Kline’s, Cincinnati, Ohio; (8) Carl F. Ahlroth, The May Company, Los Angeles, Cal. 
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State Street Stores Open Christmas Season With Splendor, Showing 
Finest Merchandise in Windows—Fair Has Real Reindeer Team 


By J. DUNCAN WILLIAMS 
Special Correspondent, The Display World 


N anticipation of the usual record-breaking 

Christmas business, which year after year 

surpasses previous totals, most of the 

Chicago stores, large and small, on State 

Street and elsewhere, spent Sunday, November 29th, 

trimming their show windows with Christmas decora- 
tions and gift merchandise. 

Some of the stores made displays of Christmas 
merchandise even earlier than this, notably the Fair, 
which advertised the opening of the toy department 
about November 15th. The huge corner window at 
State and Adams streets was filled with toys, in the 
center of which was a great big, brown grizzly bear 
standing on its haunches and opening its mouth with 
mechanical precision. A. life-size gypsy in papier 
mache done in true-to-life gypsy colors, stood by as 
the keeper of the bear. 

In addition to these strong attraction features in 
the window, the Fair advertised a herd of real rein- 
deer brought from Alaska, which could be seen on the 
floor where the toys were shown. Thousands of 
people visited the store to see real reindeer for the 
first time in their lives. After being in the store for a 
week these deer were driven around to’various public 
schools so the children could see them. This was one 
of the outstanding features of interest in connection 
with the Christmas openings, and from all that can 
be heard, the novel idea was well worth its cost in the 
unusual amount of publicity it created for the Fair. 


At the present writing all of the windows of the 
Fair on State, Adams and Dearnborn streets are re- 
flecting the holiday spirit in all the term implies. 
The windows on Adams and Dearborn streets are no 
longer treated as “stepchildren” in the window family 
at this store. With the new walnut paneled back- 
grounds recently installed, with special Christmas 
decorations in keeping with the decorative idea of 
the entire front, and with well-trimmed displays of 
good quality merchandise, the three sides of this store 
front present a uniformly high-grade appearance. 

The central decorative motif of the Christmas 
background treatment of the Fair’s windows is con- 
tained in a series of panel paintings done in bright 
colors on black representative of Christmas in the 
various countries. One panel contains_a painting of 
“Christmas in Ireland,” another “Christmas in Swit- 
zerland,” “Christmas in England,” and so on with 
typical family characteristics, methods of celebrating 
the event clearly suggested in each picture. These 





panels were mounted in black and gray stipple frames 
and placed in the center of the background of each 
window. At either side, attached to the background 
wall, there is a wall bracket supporting three red 
candles with electric lights used for the candle flame. 
Holly and pine sprays were entwined about the 
bracket at the base of the candles and the same ma- 
terial was draped from the top of the picture panel 
frame. 

The State Street windows of this store were 
trimmed with all sorts of gift suggestions—one large 
window devoted to the display of silverware, jewelry, 
clocks, etc. Two huge silk pillows, approximately 
five feet in diameter, were tilted slightly and many 
small items of jewelry were displayed thereon. 

Another window featured a display of handker- 
chiefs, perfumes and toilet articles. A variety con- 
sisting of everything from single novelty pieces to 
elaborate sets in silk-lined gift cases. Similar displays 
of other gift things appeared in each of the other 
windows on the street. The interest of the passersby 
testified to the effectiveness of the displays. 

Christmas displays in the Bedell windows are all 
in and quite up to high standard of display work 
seen here. In fact, the present series of windows seem 
to be about the best that Mr. Hampton has ever had, 
in the writer’s opinion. The decoratives used are well 
chosen, appropriate to the occasion, crisp and clean, 
nicely placed and not a single superfluous sprig of 
foliage evident. The selection, grouping and arrange- 
ment of merchandise seems to have been most care- 
fully considered from beginning to end—the finished 
effect rather emphasizing original conception. Mr. 
Hampton’s work shows that he thinks his trims out 
first—then works out the thought. The rapidity 
with which he works further emphasizes this fact. 


The displays comprise color units of related ar- 
ticles neatly handled and intelligently arranged in 
logical order. Holiday boxes tied with red ribbon 
and garnished with a sprig of holly placed at some 
vantage point in each group suggests the gift pack- 
age effectively. The different unit displays are di- 
vided by space or confined on a satin-covered beaver 
board floor mat in rose shade with two white silk 
ribbons of different widths stretched flat across the 
mat near each of the ends. 

Christmas decorations consist of a large panel 
with a ship scene, hand-painted in bright colors on 
satin. A small amount of holly and pine foliage is 








ve 


are. oe 


~~ — 





_ December, 1925 





worked in on the lower part of the panel. Lamp 
shades of light green parchment upon which a design 
of green holly and red berries is painted are placed at 
irregular heights at each side of the panel painting. 
Similar lamp shades, used for individual stand lamps 
with decorative bases, about which are clustered red 
poinsettias with green foliage, are used here and there 
throughout the windows. 

At Carson, Pirie, Scot & Company’s the windows 
are well trimmed with beautiful displays of Christ- 
mas gift merchandise. The monk’s cloth backgrounds 
with the recessed archways are still intact. They have 
been turned into holiday backgrounds, however, by 
the simple expedient of holly decorations with heavy 
bunches of bright red berries. In the four windows 
comprising the men’s section, where there is a large 
arch in the center of the window, the outline of the 
arch has been covered closely with a border of holly 
sprays. In the recess, a large oil painting of a winter 
outdoor scene has been hung on the wall, thus lend- 
ing a particularly appropriate atmosphere to the 
window. 

The next section, consisting of six windows which 
are usually devoted to the display of women’s ap- 
parel, and which have a flat surface in the center of 
the background with two smaller arched doors near 
each end of the window—these are treated in similar 
fashion with the holly sprays worked all around the 
facing of the doorways, back of which hangs a green 
drapery. On the flat surface in the center of the 
background, a large wreath made of the same type of 
holly and enriched with the heavy sprays of red ber- 
ries completes the decorative treatment. 

Each of these windows feature trims of gift mer- 
chandise, being made up of well-selected items which 
are either directly related or appropriate to show 
with each other. One entire window shows silverware 
in sets and individual pieces, including several sets of 
silver candles which are made a part of the decora- 
tion, yet obviously for sale and related to the other 
silverware on display. 

Another window features silk and lace pillows, 
boudoir sets, lace-covered glove boxes, handkerchief 
boxes, etc. The adjoining window is divided in two 


. parts, one-half of which shows an interesting and 


rather full display of women’s handkerchiefs in a 
variety of bright colors, lace trimming and plain 
effects. Several velvet-covered boards, about 9 by 30 
inches, supported: on nickel stands and slanting at the 
proper angle, are used to display the handkerchiefs 
more effectively. The other half of the window fea- 
tures an equally attractive display of novelty gauntlet 
gloves in various leather shadings. 

The window nearest the corner of Madison Street 
is a most interesting display of “fine, rare and un- 
usual” gifts. Just a variety of different articles, con- 
sisting of hand-tooled-leather things, porcelains, or- 
nate small clocks. wrought copper lamps, marble top 
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and wrought copper base tables, etc. The entire front 
presents a very “Christmasy” appearance, the fine 
things displayed being brought out to their best ad- 
vantage. Mr. Tannehill can be depended upon to do 
just that, whatever the event. His window displays 
always reflect the spirit and policy of the institution, 
the character of its merchandise, and that indefinable 
something which suggests‘to the passerby that the 
goods are for sale rather than just for show. 

Allan H. Kagey’s windows at Mandell’s are like- 
wise up to their usual high standard. The Christmas 
backgrounds are picturesque and appropriate. The 
corner window is devoted to a display of toys, in and 
among which is a mechanical figure representing a 
magician that makes a figure of a lady appear and 
disappear, much to the wonderment of the crowd, who 
are always there in numbers watching the mechanical 
motions of the magic man. 

The backgrounds for the two windows are repre- 
sentative of an exterior view of the roofs, gables and 
windows of many houses builded close together. The 
effect is very good and very appropriate. Other win- 
dows retain the Moorish backgrounds used hereto- 
fore. A decorative candelabra with several candles 
burning frosted bulbs, about the base of which is 
entwined a small bit of holly foliage, comprise the 
strictly Christmas decorations. 

The merchandise displayed, however, is quite deco- 
rative and obviously for gift purposes. Silk shawls 
are effectively displayed in one of the large State 
Street windows. Another is devoted to the display 
of rare and unusual pieces for the home. Needlepoint 
screen and chair, two decorated enamel cabinets with 
open shelves at the top display small and individual 
art objects. Porcelains, clocks, antique jewelry and 
jewel-studded gold back toilet sets, small mirror 
with old gold frame, ornamental lamps, etc., were 
among the various articles displayed. 


Charles A. Stevens windows were objects of ele- 
gant simplicity. The spacious island window had a 
display of beautiful gowns, wraps, opera bags, ostrich 
fans, well selected and arranged with relation to color 
balance. In each end of the window was a huge 
wreath made of natural ruscus and studded with small 
silk poinsettia flowers. The wreaths were very heavy, 
about five feet in diameter, and were leaning from 
the floor against an easel support. 


Six smaller wreaths of the same character were 
placed in the right spaces against the rich walnut 
background paneling of the vestibule windows, where 
well-arranged color units of some of the finest and 
richest looking things women wear were displayed. 

At Field’s the corner window at State and Wash- 
ington was devoted to an elaborate display of toys 
as is the usual custom during December. The State 
Street windows retained some of the background 
effects installed for the fall opening, with additional 
drapes and art pieces symbolical of Christmas. 
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Scarfs, ties, fancy 
towels, table covers, 
napery and the like, 
are best sold by ap- 
peals to the eye. Cor- 
rect fixtures will pay 
big returns. 


Your Special Sales, 
following Christmas, 
will depend largely 
upon display for sales 
results. Prepare now 
to reap full benefits of 
your sale advertising. 


Baltimore: No. 1 Eutaw St. 
Boston: 52 Chauncey St. 














UNIQUE DISPLAYERS 


for Scarfs, Ties, etc. 





The Metal Display- 
ers shown combine 
the best in display ef- 
fectiveness with prices 
that are surprisingly 
low. Every store 
should have them in 


| plentiful numbers. 





Send for FREE Fixture Book. Write home 
office or nearest sales office. 


New York: 35 W. 32nd St. 
Chicago: 217 W. Jackson Blvd. 


Hugh Lyons & Company 


LANSING, MICHIGAN 














December, 1925 


The two art pieces of most interest which have 
been added consist of a decorative candle-stand, the 
base of which is lavender, the center showing carved 
faces of fairies. About this a large red candle with 
frosted bulb, around which is a silver halo. This piece 
is about eight feet high and properly proportioned. 
At the other side of the center of the window is an- 
other art piece showing two children awakening on 
Christmas morn visualizing the fairies. The bed cov- 
erings are in disarray and a collie dog sleeps along- 
side of their bed. A green and silver curtain, draped 
back at one side of the center and falling straight on 
the other, backs the display. Rare gift things, such 
as one might expect of Field’s, are displayed through- 
out these windows. 

Some of the windows have the two art pieces and 
the curtain; some have just the candle set piece; 
others have large wreaths worked in with the gold 
panel decorations used previously. Special display 
tables of different heights and differing dimensions 
have been provided for better display of the things 
that will be shown for Christmas. The Christmas 
windows are trimmed slightly more full than at any 
other season of the year. 

Maurice L. Rothschild’s windows of men’s wear 
are attracting considerable attention just at this time. 
This store was a step ahead of the other men’s shops 
in getting their Christmas goods in the windows. For 
two weeks past the windows have been featuring here 
and there in the trims certain things more or less 
typical of the approaching season. Every window 
is teeming with gift suggestions. Much of the space 
ordinarily devoted to clothing has been given over to 
the haberdashery department. 

Red and green metallic foliage sprays are used 
against the rich brown and silver grain background 
panels, two such sprays being shown on either side 
of the center of the window. Two and three unit dis- 
plays are made in each window. A space about 16 
inches wide running along the front of the window on 
the floor has been covered with bright red satin, 
puffed. On this red strip all around the entire front, 
small articles of particular gift significance are dis- 
played in neat and simple arrangement. Gloves, 
handkerchiefs, collar bags, silk hose, novelty wool 
hose, sweaters, slip-ons, canes, jewelry, etc., are the 
items used here. Individual units of larger articles, 
such as robes, mufflers, pajamas, etc., are shown in 
the regular display spaces. 





BIRTHDAY WINDOW TRIMMED WITH TELEGRAMS 

Floral remembrances and the telegrams of greetings re- 
ceived on the occasion of the thirty-ninth anniversary of the 
Ogilvie, Lochead & Company department store, Brantford, 
Ontario, were used for window displays by George Shap, 
display manager. Firms situated in Canada, the United 
States, Great Britain and France sent kindly greetings and 
the window attracted a great deal of attention. The firm 
coupled with the celebration a special anniversary sale which 
drew record crowds. 
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This big special number will be the January issue, out Jan- 
uary 15th. It will be bigger and better than ever, offering a 
' complete and thorough review of all interesting developments 
, on the subject of window display advertising. 
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Illustrated is a camouflage Window Box, filled with Geranium 
Sprays, Begonia Piants, Sedium Sprays and Ivy Vines. 
No. 2158, 38x24 inches, complete $6.50 


For ORIGINALITY and 
' ARTISTRY 


Mother Nature still holds her own. Nothing is more 
appropriate for window or interior decorations than 
the beautiful products of her magic hand. 


Our line of artificial flowers, natural prepared palms, 
plants and trees, are perfect reproductions of Nature’s 
own, and embrace those items most suitable for deco- 
rative work. 


Convince yourself by sending 
for free colored Catalogue No, 2 


FRANK NETSCHERT, Inc. 


61 Barclay St., New York, N. Y. 


DISPLAY 


Same Appeal Attracts All Persons 
People of Small Towns Can Be Attracted With Same 




















SHOW CARD 
WRITING 


By JOSEPH BERTRAM JOWITT 


This is the first and only practical book on show 
card writing written from the retailers’ angle. 

Mr. Jowitt, the author, is internationally known as 
an expert teacher and practical show card writer. 
This course is written in understandable language 
that either the ‘clerk or proprietor can -vith but 
regular practice, master show card writing. 

Why pay for expensive interior or window display 
cards or price tickets? 

Why use poor show cards when this art is so close 
to your pocketbook? 


ONE HUNDRED AND FIFTY-ONE 
ILLUSTRATIONS 
Showing actual methods in their respective stages 
from the first stroke to the finished line. Giving 
examples of the finished cards. Tell’ng material 
necessary—all that is needed to learn practical Show 
Card Writing. 


PRICE, $2.00, POSTPAID 
Cash With Order or Sent Parcel Post C. O. D. $2.10 
ORDER TODAY 


DRUG STORE MERCHANDISING 
Book Department 


2058-2060 NORTH WESTERN AVE. 
CHICAGO, ILL. 
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Appeal as Those of Larger Cities 


By E. R. EPPEL, JR. 
Display Manager, Jacobi Bros. & Mack, Galesburg, II. 








HE English-speaking people are about the 
same the world over. The same appetites 
and the same desires prevail. It makes little 
difference whether they are people in a large or small 
city, for they can be attracted and their attentions 
held in the same way. 

Many small city displaymen do not give these 
facts any consideration when displaying their mer- 
chandise. If -people in large cities are attracted by 










































Artistic Display by E. R. Eppel, Jr., Galesburg, Ill. 





expensive settings and background changes why not 
attract the attention of the public in the smaller cities 
by the same method or by using ideas that are along 
the same line? 

There are many ways for a displayman in a city 
of smaller population to make up attractive, inexpen- 
sive settings and backgrounds. The use of display 
paper, papier mache, composition board and plenty 
of paint will work marvels. 

By using scrolls a very attractive background can 
be made. Scrolls cut out of composition board and 
backed up with a good grade of cloth will give a 
very pleasing effect. Care should be taken to have 
the colors of the board and cloth harmonize. The 
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use of an air brush on the edges of the cut-out work 
will give a shaded and rounded effect. 

An idea of how we used scroll back pieces to a 
very good advantage is shown in the photograph re- 
produced here. When these were placed in the win- 
dows we immediately noticed the remarkable way it 
attracted the public and were convinced by the great 
sales increase that it was well worth the time and 
money expended. 


Windows Donated In Fund Drive 


Minneapolis Stores Aid Annual Community Fund 
Drive with Appealing Window Displays 

Department stores and specialty shops of Minneapolis, 
Minn., recently devoted their most prominent windows to 
displays aimed to boost public subscriptions to the Minne- 
apolis Community Fund, which is used to finance the work 
of sixty-two social agencies operating in that city. 

In the corner window of Browning, King & Company, 
G. W. Lindblad, display manager, created a display show- 
ing the activities of the Visiting Nurses’ Association. The 
figure of a nurse. was shown beside an enlarged kit bag, 
which each carries on her rounds. The contents of this bag 
were pictured and described. John W. Thomas & Company 
also devoted a window to the nurses. 

An elaborate display was presented by E. R. Dean, dis- 
play director of the Dayton Company, in their corner double 
window. A large red heart hung in the background before 
a setting sun which cast its declining rays across the city’s 
skyline, and a football field on which a team of life-size 
figures was shown pressing the ball to the goal line. <A 
“score board” and “billboards” carried fund messages. 

Blind broom makers performed their work in a window 
at the L. S. Donaldson Company, which was decorated to 
represent a room in the factory operated by the Minneapolis 
Society for the Blind. The Young-Quinlan Company had a 
Girl Scout window, with the figure of a scout leader as the 
central figure. An appropriate setting created by E. W. 
Samsell, display manager, added to the effectiveness. 

Other displays were presented by P. J. Fritsch, Powers 
Mercantile Company; Alfred R. Manee, Whitney-MacGregor 
Company; George J. Reinhardt, Model Clothing House, and 
Willis F. Brink, Maurice L. Rothschild & Company. 





FRANKEL FIXTURE CO. TO MOVE SHOW ROOMS 

The Frankel Display Fixture Company, now located at 
1146 Broadway, New York City, will move their show rooms 
early in January to the Garment Tower Building, 493 Seventh 
Avenue, between Thirty-sixth and Thirty-seventh streets. 

This move puts them in the midst of the district in which 
are practically all the resident buying offices and offices of 
the big department and chain store organizations and the 
center of the garment industry, and affords them larger and 
better display facilities. The change will not affect the per- 
sonnel in any way, but is merely made for the convenience 
of their many friefds and customers. 





BOSTON STORE WINS DAIRY DISPLAY CONTEST 

The Boston Store, Milwaukee, Wis., was awarded the 
prize of $50 for the best window display arranged in con- 
nection with Dairy Week in Wisconsin. The Boston Store 
display, by D. W. Gillies, display manager, featured a scene 
in the dining room of a home, where three figures, repre- 
senting mother, father and daughter, were seated at a table. 
The meal served on the_table was composed of Wisconsin 
dairy products. The cooperation of stores throughout the 
state added much to the effectiveness of the week. 
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Display Managers Are-Now Considering Their 
Holiday Windows 


If you will carefully study the Designs shown in our catalog, 
they will suggest to you good ideas—IDEAS that will enable 
you to create windows—the beautiful. Our catalog of Scrolls 
Shields, Heads, Rosettes, etc., contains several pages of the 
various period characteristics. This catalog is free for the 
asking. 


ORNAMENTAL PRODUCTS CO. | 


740 14th Ave., Detroit, Mich. 




















VALANCES 


OUR SPECIALTY 


Give us a description and lay- 
out of your store front and 
the type of trade you cater to 
and we will design the proper 
valance for you; no charge for 
this service; also a complete 
stock of silk plush. Write for 
price. 


KARL L. B. ROTH 


Manufacturer and Designer 
FINDLAY, OHIO 




















Holiday Sales 


Can be vastly increased by the use of the proper 
counter display fixtures. Write for our special 
circular showing stands for every line. 

We are now putting out a combination fixture for 


dresses and ladies’ wear which can also be used as 
a piece goods stand. Write for particulars. 


Do not forget we also make a complete line of floor 
cases, mirrors and store fixtures of all kinds. 


THE GREAT CENTRAL NOVELTY CO. 


232-40 Main Street, Cincinnati, Ohio 


























“IRIDESCENT” 


SILK PLUSH 


You’ve seen it, you’ve wanted it; here’s where 
you can get it, besides all other kinds of 
fabrics for your displays. 


WINDOTRIM FABRICS, Inc. 
17 Madison Avenue 
New York 
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With the New York Displaymen 


Christmas Gift Displays of All Degrees of Elaborateness Are the 
Dominant Note in Windows of New York City Stores and Shops 


By HAZEL STEVENS 
New York Correspondent, The Display W orld 


VENING gowns, wraps and accessories 
still hold sway in the windows of New 


York City shops, but they are dividing’ 


honors with the strictly “gift” window, 
looking toward Christmas, and using the Christmas 
idea in some form in its background or decoration. 
The window which uses unobtrusively just a single 
Christmas poster or a Christmas wreath, or a single 
note of Christmas red, is popular, introduced within 
some other general scheme of window dressing. 
Practically all the big department stores are show- 
ing series of toy windows and some of them are 
using elaborate “circus” and similar settings for the 
youngsters. R. H. Macy and Company during the 
last week of the month had one of the most elaborate 
of these—being a representation in motion of the 
best known Arabian Nights stories. In the foreground 
of the set of windows the representation was of the 
roof line of a Moorish house, through which one 
looked to a background of deep blue sky, against 
which, in turn, passed the moving floats picturing the 
stories. This window blocked the sidewalks all week. 


Another of Macy’s popular windows during the 
final week of the month was of Chinese rugs. One 
huge green and tan rug hung from the ceiling rear, 
formed a background, and was brought to the front 
edge of the window, with a single fold toward the 
front, to break the line. To the left, a blue and tan 
rug was suspended high on a stand, and to the right, 
on an oval tan rug, stood a single orchid chair, 
against the background of a floor lamp, and a draped 
doorway. A cabinet at the rear right held Chinese 
porcelains, and at the rear left, between the two rugs, 
stood a slender candle-stand, with three candles. 


The most notable Lord & Taylor set of windows 
during the month showed a series of nine original 
drawings of artists, American prints, a window being 
given to each; a framed piece of silk which was iden- 
tical with the pattern of the dress worn by the woman 
in the drawing, made a background, and the window 
was full of silk, variously draped, of that pattern. 
This series used the whole Fifth Avenue front of the 
store during the third week of the month. Paul W. 
Hornung II, display manager, was responsible for the 
window. 

A series of windows which went in on the 28th of 
the month represented a Palm Beach opening—show- 
ing sport clothes, evening wraps, coats, etc., a win- 
dow devoted to each type of clothing. 


A window of the last week of the month showed 
venetian glassware against an antique setting. Scarlet 
panels framed in silver were on either side of the 
window as background, with a half-circle of yellow 
figured silk against the rear wall. An antique desk 
at center rear carried old books and candelabra 
crusted with rust. Antique tables right and left car- 
ried the venetian glass, set as for dining, and a small 
square table center carried separate pieces. Scarlet 
flowers in large tarnished and rusted metal containers 
flanked the desk at the rear. 

Saks-Fifth Avenue showed during the month an 
all-green window that attracted a great deal of atten- 
tion. French green furniture was used and only 
green gowns appeared. As accessories, fans in all 
colors—orange, yellow, pink, fuchsia—introduced the 
note of contrast. W. J. McKeon, assistant display 
manager, directed the installation of this window. 

The first week of the month at Saks-Fifth Avenue 
appeared a series of handsome men’s windows using 
the whole front of the store. Each window featured 
some particular article of men’s apparel, as sport 
clothes, overcoats or Tuxedos—with the correct ac- 
cessories. S. Ring, assistant display manager, who 
has charge of all men’s windows, was responsible for 
this showing. 


Bonwit Teller’s handsomest series of windows for 
the month were worked out in coral. There were 
fourteen in the series, each devoted to some article 
of women’s apparel, as gowns, underwear, wraps, ac- 
cessories, misses’ wear, and touching practically 
everything in this class carried in the store. Inside 
the store the coral idea was used as an echo of the 
windows. The coral windows, which stood a week 
instead of the usual half a week, were followed by a 
similar series in green. 

An effective Bonwit Teller window of the last week 
of the month was a “gift” display of studded ware, 
shown against an antique background—antique furni- 
ture, tapestries and antique coverings. A large an- 
tique table draped in orange and rose velvet held the 
center rear; small antique tables were placed at right 
and left, and a low oval table in the center, draped. 
All the tables held studded jewel boxes and studded 
jewelry in varied colors. The color effect of the com- 
plete window was particularly effective, running 
from coral, silver and green in the background, to the 
orange and rose of the big table, and falling down 
to coral, pink and green in the foreground drapery. 
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Franklin Simon & Company featured during the 
month a series of eighteen models from the Callott 
Soeurs Museum, appearing for the first time outside 
of Paris, according to Edward Munn, display man- 
ager. The models showed the evolution of style from 
1915, war time, up to 1923. Each window was ar- 
ranged similarly in a simple setting—two of the 
models in each, on a square gray rug, with a large 
oblong card, center, explaining about the collection, 
and a small gray and white card in front of each 
model. At the center rear was a small table or a desk 
and a large fern on a wrought-iron stand. 

Russek’s was showing as the month closed an 
effective red window. In the center was a two-tier 
oval stand draped in red velvet, on which was a 
spread red feather fan. Accessories were grouped 
around the fan. The background was a large, black 
and gold tapestry with red velvet draped panels. Two 


-small tables filled the right and left rear corners, 


carrying gifts and having red velvet half draping 
them, looped into a rosette and trailing to the floor. 
Small gifts of all sorts covered the tables and the 
floor and several low oval stands. 

James McCreery used the Christmas idea in pre- 
senting infants’ wear. A small child, just waking, 
was shown in its crib at the center rear. Wool dolls 
and animals were used as accessory decorations. To 
the right was a baby’s high chair, and to the left a 
child’s wardrobe, open, with infants’ wear on hangers 
within and also hung from the door. 

A light blue silk drape combined with lace was 
used effectively against the back wall, and its color 
and material was repeated in the shade of a stand 
lamp. The furniture was cream touched in tan. 
Colorings of clothing were white, cream, pink and 
blue. The Christmas idea was given by a single 
wreath hung in the background and by a poster of 
three Christmas fiddlers in the foreground right. 

Stewart & Company showed an effective window 
as a setting for two evening gowns, the room sug- 
gesting. a living room without being completely fur- 
nished. The background was a large window, lace 
curtained, with a striped silk drape on one side trail- 
ing to the floor. A rug, a table lamp and a single 
blue and gold bench gave the suggestion of a salon 
in a rather small. window space. 





CHRISTMAS DISPLAY CONTEST ANNOUNCED 

Announcement of the third annual Christmas display con- 
test for automotive*dealers has just been announced by the 
Automotive Equipment Association, Chicago, Ill. Five hun- 
dred dollars in cash prizes will be given for the best trimmed 
windows featuring the idea “Give Something For the Car 
For Christmas.” The contest is open to all persons engaged 
in the resale of automotive equipment or service. 

First prize will be $150; second prize, $100; third, $75; 
fourth, $50; fifth, $25, and ten prizes of $10 each. Winning 
windows will be decided from pictures of windows submitted 
by contestants. Competition closes at 5 p.m., December 24, 
1925. Entries should be addressed to Arthur R. Mogge, 
Automotive Equipment Association, Chicago, III. 
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FOR MERCHANTS — DISPLAYMEN ~ ADVERTISERS 


Service 


Bureau 


The DISPLAY WORLD Service Bureau will be 
glad to supply the iatest authentic information about 
anything in the display line in which you are inter- 
ested. If you do not find your needs listed on this 
blank, write a separate letter. If we do not have 
the information you want on file, we'll find out for 
you. Avail yourself of our incomparable service 
facilities without cost or obligation. This service in- 
cludes an analysis of any display problem. 


(] Air Brushes 

(] Animated Signs 

_] Artificial Flowers 

CL] Artificial Snow 

] Art Screens 

CL) Art Studies 

_) Backgrounds 

CL] Background Coverings 

1) Books on Cardwriting 

[} Books on Display 

C) Books on Draping 

[] Booths and Floats 

(] Brushes and Pens 

CL] Cabinets—Revolving 

(] Card & Mat Board 

(] Cardwriters’ Materials 

(] Cash Carriers 

{] Chairs and Seats 

C] Color Lighting 

() Counters and Shelving 

[] Crepe Papers 

] Decorative Papers 

C] Decalcomania 

() Display Furniture 

(] Display Forms 

[] Display Racks 

L]) Dividers—Show 
Window 

[1] Drawings and 
Paintings 

O) Drawing Boards 

(] Exhibit Displays 

[] Fabrics and Trimmings 

) Fixtures 

[] Flags and Banners 

[) Hammers—Window 

_] Lamp Coloring 

C) Lighting—Equipment 

[) Lithographed Displays 

C] Natural Foliage 

(_) Pageants and Exhibits 

(] Plaques (Window) 


(] Papier Mache 
Specialties 

C) Plastic and Composi- 
tion Pieces 

(J Plushes and Velours 

(_] Price Cards—Tickets 

(] Price Ticket Holders 

_] Reflectors 

1) Revolving Display 
Tables 

1] Screens (Background) 

(] Shoes—Window 

CL] Show Cards 

|] Show Card Schools 

_] Show Card Service 

_] Show Card Supplies 

(] Show Cases 

[) Show Case Lighting 

_] Signs—Card Holders 

(] Signs—Brass and 
Bronze 

[] Signs—Electric 

_} Signs—Wood Letter 

CL] Stencil Outfits 

(] Stock Posters 

[] Store Designing 

_) Store Fronts 

_] Time Switches 

[] Valances 

[] Wall Board 

[] Wax Forms—Figures 

[] Wickerware 
Specialties 

1] Window Displays 

[J Window Display 
Service 

_] Window. Drapes 

[] Window Lighting 

(_] Window Shades 

{] Window Trimming 
Schools 

[] Wood Carvings 


[] Do You Wish a Copy of Their Catalog? 
_] Do You Plan to Remodel Your Store Soon? 
_] Do You Plan to Build a Store Soon? 
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CINCINNATI, OHIO 
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STORE EQUIPMENT DIGEST 


Fixtures --- Show Cases --- Store Fronts --- Plans --- Equipment 

















Formal Opening of New Building 


Large Crowds Inspect New Washington Store During 
Day Given to Event—Modern Equipment Installed 


HE formal public opening of the new Hecht Com- 
C \ pany store, Washington, D. C., which was recently 
held, proved an event of far more importance 
than store officials had expected or had planned. 
Large crowds thronged the building throughout the day 
and during the evening it was necessary to close the doors 
for lengthy periods. Prior to this occasion a private open- 
ing was held, when business men, merchants and city officials 
were guests of the management. Floral decoratives through- 
out the store, the majority of which were gifts of various 
manufacturers, were estimated to be worth more than ten 
thousand dollars. 

The exterior of the store presented a beautiful appear- 
ance. Flood lights placed on the marquees illuminated all 
the eight stories of the American-gothic white terra cotta 
building with dazzling effect so that it was the most striking 
object in the downtown district. 

Another attraction was the battery of show windows 
which had been éntirely set aside for an “international dis- 
play,’ each window featuring the products of a different na- 
tion and also decorated with a separate national flag, colors 
and emblems. The corner window was given over to “Miss 
Washington” and “Mr. Washington,” two handsome figures 
of a modern young man and woman, while the national 
colors, red roses and palms’combined.in a brilliant back- 
ground color scheme. 

The German window was given over to toys, the Italian 
to art needle work and art objects, the Swiss to a watch dis- 
play, the Turkish to rugs, the Chinese to silks, the French 
to fashions, the Brazilian to rubber products and the English 
to sports fashions. 

The new Hecht Building, eight stories, with full basement, 
contains 160,000 feet of floor space and costs in excess of 
$3,000,000. The exterior construction is of terra cotta and 
marble, while the show windows are of travertine with backs 
combining a base of a stone with travertine. Bronze doors 
and a large bronze clock are luxurious touches and decora- 
tive grill work of gilded metal contrasts with the otherwise 
white exterior. 

Many new departments have been added, and the move 
into the new building may be said to mark the transition of 
the store from a large specialty store to a full-fledged de- 
partment store. Existing departments have been doubled and 
trebled in size. 

While American walnut paneling and fixtures are used 
in the majority of departments, special decorative treatments 
have been adopted for some of the others. The children’s 
floor is finished in dove gray enamel and the children’s bar- 
ber shop in almond green with gaily caparisoned hobby 
horses serving as chairs. The men’s shops are finished in 
quartered oak. 

A rainbow color scheme prevails in the “Powder Box,” 
each of the sixteen rooms of the beauty shop being decorated 
in a different pastel color scheme with individual appoint- 
irents and furnishings in harmony. A large rest room ad- 
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joins the beauty shop. A group of Spanish period fitting 
rooms are a feature of the ready-to-wear section. 

A battery of five passenger elevators and two freight 
elevators are installed in the new building. These elevators 
are of automatic type, stopping exactly at each floor level 
and with elevator and floor doors that open at the same 
time at the touch of a button. An automatic dial telephone 
system reduces switchboard work to a minimum. <A com- 
pressed air tube system connects each department with the 
change and credit office in the basement. A conveyor system 
carries packages from every point in the store to the base- 
ment shipping department. An indirect lighting system is 
used throughout the store. 

On the top of the building is a roof garden, which, while 
not in use at present, will be utilized during the warmer 
months for the relaxation of the store personnel. 





REMODELED STORE OPENED IN CINCINNATI 

Formal opening of the remodeled and enlarged store of 
Hanke Bros. Company, Cincinnati, Ohio, which was recently 
held, marked the most important step in the progress of the 
store’s many years of existence. It was recognized as a 
distinct civic event and was honored by the attendance of 
many prominent state and city officials, in addition to hun- 
dreds of business associates. 

A new store front, 72 feet in length, and with two 
entrances, has been installed. Between the entrances is a 
battery of five windows, 7% feet in depth, while another 
group of five large windows, of approximately the same depth, 
flanks each of the entrances leading to the store’s main 
entrance, forming a spacious arcade. The new arrangement 
gives the store approximately three times as much window 
display space as before. 

One of the features of these windows is the use of a 
so.t wood background, tinted to blend from the walnut floor 
to the light ceiling. 

Beam ceilings throughout the store have been replaced by 
steel, and all ceilings have been lowered three feet. This 
was done in order to give the store a less imposing, more 
intimate appearance. Old lights have been replaced by new 
ones in windows and throughout the store, and numerous 
new lights have been added. On ordinary light days the 
store has plenty of illumination by the use of one-third of 
the lighting system, while on gloomy days two-thirds of the 
system is sufficient to light the store. 

A feature carried out throughout the house is the elimina- 
tion of tall show eases. Practically all new fixtures have 
been installed, and these are of counter height, so that it is 
possible to see from one end of the store to the other. 





NEW FIXTURES WILL BE INSTALLED IN STORE 

The first business building to be erected in Lincoln, Neb., 
in the coming year will be the new four-story building of 
Speiers’ upon the same site as the present store. The new 
building will be constructed of red brick and bedford stone 
and contaains 39,680 square feet of floor space. 

Architects have completed the plans and bids will be asked 
before the first of the year. New fixtures and equipment will 
be installed throughout. 
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Attractive Modern Equipped Store Interiors 





























Top Left, L. S. Ayres & Company, Indianapolis, Ind.; Top Right, Efird’s Department Store, Charlotte, N. C.; Center Upper 

Left, Coyle & Richardson, Charleston, W. Va.; Center Upper Right, Edward H. Tryon, Philadelphia, Pa.; Center Lower Left, 

Dresslar Hardware Company, Los Angeles, Cal.; Center Lower Right, Strauss & Hirschberg Company, Youngstown, Ohio; 
Bottom Left, F. & R. Lazarus Company, Columbus, Oh10; Bottom Right, Owl Drug Company, Los Angeles, Cal. 





progressive merchants 


in New York 


to take advantage of the newest 
plan of window decoration and 
it would also 


PAY YOU 


We furnish panels, draperies 
and art work, together with the 
services of our expert deco- 
rators, working under the su- 
pervision of 


John H. Beyer 


formerly display manager for Mc- 
Creery’s, Bedell’s, Menter Stores and 
others. And the complete service 
costs less than a regular window dec- 
orator’s salary. For your store’s 
sake, ask us for full details. Natur- 
ally, there’s no obligation. 


IT pays some of the most 


Beyer Display Service, Inc. 


286 FIFTE AVENUE NEW YORK CITY 
“A Beyer Display Will Always Pay” 
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The heusovia 
Timberlake Refleétor Screen 


FOR ATTRACTIVE COLORED LIGHTING 
EFFECTS IN DISPLAY WINDOWS 


This new improved light reflector screen is made in two 
sections (see illustration), which is a decided advantage over 
the old type screen. The colored Gelatine is quickly inserted 
between the two screens, which, when closed, hold the Gelatine 
firmly in place. 


The Timberlake improved colored light screen is the most 
efficient and lowest priced device of this kind on the market. 
It is instantly adjustable to any glass or metal reflector not 
over ten inches in diameter. Furnished either with or without 
the colored Gelatine sheets. Proper lighting is the making of 
attractive window displays. 


Write today for Circular No. 3}—you will find it valuable, 
Salesmen make good money selling Timberlake Wire Dispiay 
Fixtures. Write for territory. 


J. B. TIMBERLAKE & SONS 


JACKSON, MICHIGAN 
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Store Opening Interesting Event 


Elaborate Formal Opening of New Store in Ohio 
Capital Has Atmosphere of a Social Event 


HE opening of the Fashion Company, Columbus, 

Ohio, handling women’s and misses’ ready-to-wear 

and accessories in its new home recently, carried 

the atmosphere of a social event. Hundreds waited 
outside the doors until crowds within completed leisurely 
tours of inspection through the six floors. Flowers from 
friends and associates filled the departments. There was 
music from several orchestras. 

The window display space, which is enclosed by 3,000 
square feet of plate glass, provides the store with one of the 
most effective fronts of that section. 

On the first floor are blouses, sweaters, toilet goods, 
gloves, hosiery, neckwear, umbrellas and shoes. The furni- 
ture is in dark mission finish and the walls are white. Cases 
and counters are narrow; aisles are wide. The floor is of 
terazzo composition. The mezzanine, equipped for rest room 
and meeting place for women, is cretonne and wicker. 

In the ready-to-wear department on the second floor there 
is an elaborately furnished French room done in walnut, to 
be used for the display of higher-priced garments on living 
models. 

The millinery department occupies the entire fourth floor, 
with furniture done in flat ivory and walnut. Here also is a 
French room maintained for exclusive hat models. 





IMPRESSIVE IMPROVEMENTS IN STORE WINDOWS 


The newly decorated windows of the Byron E. Bailey 
Store, Boston, Mass., denote an attractive touch of foreign 
color in their warm stucco tints and vivid Florentine bor- 
ders. The store entrance has been recessed, making pos- 
sible large display space and giving the effect of increased 
frontage. 

Each window has been floored with tile and backed with 
arched panels of brown stucco. Friezes run across and form 
the capitals of the columns. Panels and friezes with their 
woven arabesques of figures in bright shadings can be re- 
moved and other color effects used to harmonize with the 
merchandise displayed in the windows from day to day. Sev- 
eral panel sets have been made and can quickly be set in 
place. The center panels are of mirror glass cut in small 
squares to reflect the boys’ and girls’ costumes which the 
store features. 





EXPANSION PLANNED BY EVANSVILLE STORE 


An extensive building and remodeling program which will 
more than double the present floor space and which will 
cost upward of $30,000 has been announced by the New 
York Bargain House, Evansville, Ind. The improvement 
will give the establishment almost an entire quarter of a 
city block and a show window frontage of two hundred feet. 
With the completion of the addition it is planned to in- 
crease the stock range to include complete lines carried by 
leading department stores. 





REOPEN BUILDING DESTROYED BY FIRE 


The Boston Store, Gary, Ind., recently opened the doors 
to the public in their new and greater building, the former 
home having been destroyed by fire. 

With more than 37,500 square feet of selling space—or 
15,000 square feet more than in their former structure—the 
Boston Store plans to sell greater volume with smaller 
profits. The display windows, 193 lineal feet, are presented 
in an island effect with an arcade between the two front 
entrances and*behind the island. 
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Third Annual Observance of Season Opening Proves 
Outstanding Event in Retail History of City 


By ROY B. SMITH 
Display Manager, Strain Bros., Inc., Great Falls, Mont. 


N open seasame into the choicest offerings of the 

fall and winter seasons was recently revealed to 

the people of this city when the fire siren sounded 

and the curtains guarding the mysteries and beau- 

ties of the land of realization were drawn aside from a hun- 

dred windows, featured by local business firms in the third 

Window Display Night sponsored by the Great Falls Ad- 
vertising Club. 

Thousands thronged through the streets, each urged by 

the desire to see the presentations before he or she could be 





Fall Opening Display by Roy B. Smith, Great Falls, Mont. 


thrust aside by the jostling crowd. Merchants participating 
in the display exhibited their goods to the largest crowd 
that has ever attended the previous event here—an unfailing 
proof of the popularity of this medium of advertising. 

This display night has become a permanent event for 
spring and fall; the small stores, as well as the larger ones 
cooperating, has proven a decided success over the old way, 
that of each store trying to work independently. 

Before a crowd of more than 5,000 persons, Strain 
Brothers presented a showing of ladies’, children’s and men’s 
clothing at their semi-annual style show held in the second- 
deck windows. During the forty minutes that was required 
to put on the show the street was blocked for the entire 
length of the block and hundreds of others found standing 
room on the roofs of store buildings directly opposite. 

The presentation opened with a ballet dance, followed 
by the showing of street dresses, coats, hats, afternoon and 
evening dresses, men’s suits, overcoats and accessories. No 
color predominated, Dame Fashion seeming to favor them 
all. Both expensive and inexpensive garments were shown, 
some of the afternoon and evening frocks being copies of 
Parisian models. Models who displayed the garments were 
popular local girls. 





POPULAR PRICED STORE IN NEW HOME 

The Sherman-Robinson Company, Des Moines, Iowa, 
which opened recently with a new stock in a new building, 
is one of the most modernly equipped stores handling popu- 
lar priced merchandise in the country. The fixtures are of the 
latest design and arranged for the convenience of shoppers. 

The entire front of the four-story building on two street 
sides is of plate glass, giving the store a total of 16,500 
square feet of display space. There are seventy display win- 
dows in all. 
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Window Display Night Big Success 















For Xmas 


and the year ’round 


Use 
Spotlights with Colors 


For Best Results Use 


SUN-RAY 


We will gladly send you one or more SUN- 
RAY SPOTLIGHTS on ten days’ approval— 
no obligation. 


Price is $13.50 complete with color-frame and 
five colors, wiring and plug. 


Will ship same day order is received. 


119 Lafayette St. New York, N. Y. 











Designers and 
manufacturers 
of valances— 
draperies of 
the better kind. 


Samples sent 





on request. 


Cleveland Decorative Works, Inc. 


1260 W. 9TH ST. CLEVELAND, O. 




















Display Equipment! 


Almost every reader of THE SPORTING 
GOODS DEALER is a potential buyer of fix- 
tures for store windows. Merchants in this field 
are progressive. Perhaps in no other has the 
art of display been so thoroughly developed. 


Sell Them! 


You can do it through our advertising pages. 
Write today for rates on the Special January 
Number. 


CHARLES C. SPINK & SON, Publishers 


10th and Olive, St. Louis 
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“99 PER CENT MAILING LISTS’—Accurate, Reliable, Guaranteed 

The kind that produce business compiled for every possible 

business or individual. Standard charge $5.00 per thousand names. 

Lists of every kind of any business or_individuals compiled for 

your individual needs anywhere in the United States or Canada. 
Catalog and further information without charge. 


NATIONAL MAILING LIST COMPANY, 
20-K William Street, Newark, N. J. 








AS LOW AS 


LITHOGRAPHED LETTERHEADS ¢:.252n'%. 
WINDOW DISPLAYS, CUT-OUTS, ETC. 
LUTZ & SHEINKMAN, INC. 

EST. 1896 INC. 1904 


2 DUANE STREET NEW YORK CITY 
WE CARRY “ART BLOTTERS” IN STOCK 





: 
XMAS CUT-OUTS 
Large Assortment, Embossed, Beautiful Colorings, Gummed, 
Ready to Use—Santa Claus Heads and Full Figures, Holly 
Sprays, Poinsettias—All sizes from 1 inch to 10 inches. 
Send $1.00 for Large Sample Assortment (Full Value.) , 


W. B. YOUNG & CO. 


4 
160 NORTH WELLS ST. CHICAGO, ILL. | 
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THE KINNEAR ARTCRAFTS 


Window Settings and Novelties, 
Art Panels, Scrolls, Backgrounds 


Correspondence solicited. 


19 EAST 15th STREET 
STAGE SETTINGS 


F or Ren FOR STYLE SHOWS 


AMELIA GRAIN, PHILADELPHIA 


Established 1890 ‘Absolutely Reliable Service 
CATALOG FOR THE ASKING 





NEW YORK 
ELABORATE 






















— | mer per wey a Valance, write 
and find what we have to offer. 


BRYAN’S 
423 S. 4th, Louisville, Ky. 


FAMOUS MASTER STROKE BRUSHES WRITE 
fb. — FOR 
FOR eae AND SIGN PAINTERS COPY OF 
og Our New Free Bulletin 


DICK BLICK CO. 
BOX 437-D GALESBURG, ILL. 


























We’ve Produced a New | 


FLORCLOTH | 


Which has all the colorings of Fall in it. 
$1.50 per yard; 36 inches wide. 
Samples on Request. 


WINDOTRIM FABRICS, Inc. 


17 Madison Avenue 
New York 
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Value of Organized Display Service 


Organized Window Display Installations Are the Most 
Economical Method for Manufacturers 


By SAMUEL J. HANICK 
Mgr., Dis. Dept., R. H. Donnelley Corp., Philadelphia, Pa. 


INDOW display installation by an organization of 

good standing is a subject which has been dis- 

cussed, talked over, laid before the national adver- 

tisers, and then set aside for future discussions. 
It appears that the time is not ripe enough to convince all 
manufacturers that it pays them to have a window display 
service organization install their displays. Although a large 
number of advertisers are beginning to realize what the in- 
stalled display means, we have before us the task of getting 
each and every advertiser believe in what we know is a 
positive fact, “displays must be installed by reliable service 
organizations.” 

Let us first look into this matter from the viewpoint of 
the advertiser. He has made, or buys, thousands of displays 
which cost him anywhere from $1.00 to $5.00 each. The 
duty of these displays is to bring in the cost plus profit. 
Now each display will have to bear its share of the cost. 
Suppose the display is not installed—it becomes a dead loss. 
It seems to be the strong belief of the advertiser that each 
dealer will install the display, and he, therefore, mails out or 
sends out and gives away his displays promiscuously. 

What's the result? It’s this: the dealers nowadays are 
flooded with personal and telephone requests for their win- 
dows (from the numerous advertisers who already believe in 
organized display installation service), and they do not have 
occasion to install a display nor do they want to take the 
time ; consequently the display thus sent them or given them 
meets a sad fate. It is placed in the cellar and in all prob- 
ability never sees daylight, only when it is being hauled 
away by the Department of Public Waste. What advantage 
is it to the advertiser to have his displays disposed of in 
this manner? 

We will now view this matter from the angle the display 
organization surveys it. The advertiser enters into a con- 
tract with a lithographer for a certain number of displays. 
At the same time he engages the services of a display or- 
ganization to install them for a certain rate, which, of course, 
depends on the elaborateness of the display, the quantity and 
the territory in which they are to be installed. The display. 
organization makes arrangements with the dealer for the in- 
stallation of the display, getting the day and the time he 
wishes it installed. This routine is known as “booking loca- 
tions.” At the stipulated time the window trimmer keeps the 
appointment and places the display, securing an acknowledg- 
ment in the form of a label or signature, designating that the 
work has been done. Can you picture the satisfaction of the 
advertiser when he sees his displays installed and actually 
doing their duty of luring the customers and making the 
“passer buy,” which spells real results? The money flowing 
in srom the increased sales is sufficient to cover the cost of 
the display, the cost of installation, and leaves a nice profit 
for the advertiser. 

After careful thought and consideration is given to the 
above, advertisers and manufacturers will be in a position 
to judge for themselves which is the most economical method 
to pursue. 

For the past few years our efforts have been concentrated 
in one concern in particular, trying to interest this manufac- 
turer in the installation of window displays, but we could 
not prevail upon him to avail himself of this method. He 
would stick to his way, mailing them or sending them out 
to the dealers. Every reply we received read the same, “We 
are not interested; we mail our displays out to the dealers 
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who install them.” 


We knew that continual persistence 
would eventually play an important part, and it did. We 
are glad to say that we have added the name of this manu- 
facturer to our list of “believers” in organized window 
display installation service. We have entered into arrange- 
ments to install their displays throughout the territory we 
cover, which takes in an area comprising a population of 
over five million. 

The advertisers and manufacturers who have listened to 
our pleadings have profited by organized installation of dis- 
plays and are today reaping monetary results. We are ask- 
ing those who are not already convinced of this fact to take 
an inventory of themselves and then of their business and 
fathom out whether their business could stand increased 
sales and more profits, also whether they have been employ- 
ing the right channel in the advertising of their products 
through window displays. 


If you have not used the services of a reliable, competent 
‘display organization, but have been either mailing or giving 
your displays away, we would suggest that in planning your 
next campaign you try an experienced display organization 
and let it convince you of the facts we are trying to place 
before you. Have your displays installed attractively; let 
them bring you the increased sales and the desired profits. 


Remember that organized display installation has uplifted 
the medium of display advertising; it has relieved the adver- 
tiser of the burden of seeking locations and maintaining a 
crew for the installation of displays. It has also proven 
that it costs less and is far more advantageous to the 
advertiser. 





BRITISH PAPER CRITICIZES DISPLAY CLASSES’ 


In at least one section of England efforts are being made 
to establish schools with public funds for the purpose of 
teaching the art of display execution. A very sarcastic ar- 
ticle recently published in a prominent Leicester daily criti- 
cized the'establishment of classes for window dressing. The 
article which will interest American displaymen reads: 

“During a period when the utmost economy is desirable, 
it seems the height of folly to spend money on objects such 
as this. It would seem that window displays advantages 
primarily two people—the proprietor of the display and the 
artist who executes it. The public can only be interested as 
prospective purchasers. 

“Again, window dressing, as a general rule, reaches a 
very high grade of efficiency in Leicester, and compares 
favorably with that of any other city or town in the United 
Kingdom. This position has been attained, and ought to be 
maintained, without the aid of public money provided by the 
Leicester City Council.” 

The article continued in sarcastic vein: “It would, there- 
fore, appear that the City Council have either a great sur- 
plus of money or an exaggerated and erroneous idea of the 
benefits to the community likely to accrue from spending it 
in this direction.” 

The program for the establishment of classes in window 
display is, however, going forward, and advertisements are be- 
ing placed in London papers inviting applications for the post 
of “part-time teacher of window dressing,” offering a salary 
at the rate of 3 shillings 10 pence per evening of two hours. 





DISPLAYMEN AID COMMUNITY CHEST CAMPAIGN 


The appeal for charity of the Community Chest was given 
staunch support by the stores and business concerns of Los 
Angeles, Cal., in window displays depicting poverty-stricken 
families and pleas for charity. Many stores used the slogan 
of the campaign, “Open Your Heart,” as the sustaining 
theme of their showing. 
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Selling Service 


We Are Selling a Service 
That Sells for Advertisers 


INSTALLATION 


Of Window Displays Is No Longer 


a Problem for National Advertisers 


ELIMINATE DETAIL! 


Displays'in Dealers’ Windows in Over 500 Cities 


Displays Installed By Our Service Promptly 
and Properly Through One Agency Move 
Merchandise From the Dealers’ Shelves! 


Local Associates in Cities and Towns 


Throughout the United States 


Write for Information 


Window Display 
Installation Bureau 


Executive Offices: 


22-23 Pickering Bldg. Cincinnati, Ohio 


(Address All Communications to the Bureau) 





















LMM ALLL, 


LLL Ahhh hhh 





“T Picture Your Message” 








Backgrounds, Screens, Panels, with 
stands or to hang. All sizes. Send 
diagram. 


Service Rent or Sale 


$10.00 will procure trial order for 
one month of service circuit. Always 
new designs (no catalogue). Indi- 
vidual and Artistic. Beautiful color 
combinations. Will please the most 
fastidious display manager. 


JOHN MASON 


Philadelphia 

















1608 Pine Street 
ITZZZLLLLLLLLLLLLLLLaa2acLLaddddaldldldlllllllldddddddddddddldddddde 








on 





wit OUR ELECTRIC 


DisPpLAY 2x» SELL MORE. GOODS! 


Klectric cost 3 cents per day—Capacity over 100 Ibs. 
Fully Guaranteed—Write Today. 


9 sedi” ELECTRIC WINDOW SALESMAN CO. “ sSaron" @ 
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“SOL.” SA TINE 
The Display Managers’ Favorite Fabric 
S. M. HEXTER & COMPANY 


Sole Owners 


Cleveland, Ohio New York Office: 1140 Broadway 











WHY LIMIT YOUR SELECTION? 
When you need help why confine yourself to local talent? You 


do this automatically if you only advertise locally. A DISPLAY 
WORLD Want Ad is read by ambitious, trained workers from 
Cape Cod to the Golden Gate. 
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The Display Worlcd 


FOR MERCHANTS—DISPLAYMEN—ADVERTISING MEN—NATIONAL ADVERTISERS 
Title Registered U. S. Patent Office. 


Issued on the Fifteenth of Every Month by 
THE DISPLAY PUBLISHING COMPANY, CINCINNATI, OHIO 


LAWRENCE O. GORDON, Editor 


Manuscripts, photographs and all editorial material intended for publication should reach the publishers on or before the 
first of the month of date of issue. All photographs reproduced become the property of the publishers. 
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OUR PLATFORM 


1. The Development of the Art of Mercantile Display. 
2. More Intimate Co-operation of Manufacturer and Merchant. 
3. The Encouragement and Advancement of the Independent Display Service Idea. 
4. An Ideal Practical and Helpful Personal Service to the Display Profession and its Industry. _ 
5. Appreciation of Display by Merchants as the Most Powerful Factor in the Business of Selling. 
6. To Maintain the Independence of Its Editorial Columns so That It May Always Discuss Without Fear, 
Bias or Jealousy Every Activity in the Display Field and Serve Best All Interests. i 
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The International Association of 
Display Men is sometimes regarded 
as a strictly business affair organized 
‘for business purposes of offensive 
and defensive for the material benefit of its mem- 
bers. But this is a narrow and misleading view. It 
is even erroneous when considered in any but a re- 
stricted sense. It is claimed for the practice of dis- 
play that it is a profession. It is further claimed for 
the association that it was intended to be a profes- 
sional organization, should be so regarded, and so 
maintained. 

A professional man is one who, regardless of the 
trend of these commercial times, persists in the old- 
fashioned idea that his is a vocation implying certain 
definite responsibilities. His is a trustee of the ac- 
cumulated wisdom and technique of all who have gone 
before him in his chosen work. He has a keen sense 
of responsibility attaching to that trusteeship. He 
realizes that he must measure up to as high a standard 
as possible, personally and technically. 

Although often said that those who view the 
handiwork of displaymen seldom give any thought 
of the one responsible, the points of contact with the 
world about him are bewildering in their multiplicity. 
They may, however, be roughly grouped as informa- 
tive and diffusive. 

Under the first head comes his sources of infor- 
mation and inspiration. It is not within the scope of 
these few remarks to deal with the inner sources of 
action, but with external matters only. Here, then, 
are his books, his pictures, his magazines, his travel- 
ing, even his recreation. Here has come his education 
and all his training and experience. Here he also 
touches his competitor, who, it is fair to assume, has 
aims similar to his own, problems of like nature. The 
professional viewpoint seeks to minimize the differ- 


What Can the 
Association 
Do For Me? 


ences which arise out of mere commercial rivalry. 
It seeks to emphasize the common inheritance, the 
common aim, the common responsibility. Here, then, 
is his professional association in which he and his 
competitor are both members. It should be of im- 
mense assistance to him through its various commit- 
tees, through its diverse membership, each with an 
individual viewpoint, each with a personal quantum 
of experience. 

Under the second head comes the public—in par- 
ticular as it focuses its various contacts through 
people and affairs, social, civic, and so on. Here are 
also men who must carry on the display manager’s 
ideas—the equipment and decoratives manufacturers, 
the carpenter, electrician and other assistants. The 
merchant, his employer, is rightfully desirous of se- 
curing the greatest returns from his window space 
and depends upon the displayman to keep informed 
on the latest improvements in devices and execution. 

It is easy to realize the importance of the profes- 
sional organization from even such a hurried survey 
of the displayman’s duties as this present one. It 
may and does furnish him with instruments of serv- 
ice through its manual of professional practice, its 
code of ethics. It is constantly adding to its fund of 
knowledge, and not only is smoothing out the rough 
places in the well-traveled road of professional prac- 
tice, but is breaking new grounc sin fields where the 
displayman is still a pioneer. Itjmay, and sincerely 
hoped that it will, as time goes off extend its activity 
into lines of scientific research, become a sort of post- 
graduate university, where those of its members, 
whose talents are so disposed, may contribute defi- 
nitely to that common heritage of knowledge or wis- 
dom of which the association may be regarded as the 
official guardian. 

It may, and to a certain extent does, throtigh its 
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mingling of minds, in its conferences and conventions, 
its meetings and informal gatherings, through the in- 
terplay of ideas, the exchange of experiences, furnish 
the displayman a great dynamic stimulus with which 
he returns to his work refreshed and strengthened. 
What can the association do for me? Say, rather, 
what can I do for the association? What can I do 
for the sake of the profession which has honored me 
by recognizing my share in its useful work in the 
world? Whether I belong to the association or not, 
my work is made easier by the fact of the associa- 
tion’s existence. It has fought in advance many of 
my battles; it has established and legalized customs 
and procedures by which I move safely through a 
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day may come when his ability may not be wanted. 

Surely, although many do not realize it, the first 
qualification for what is called success is not ability 
or competence in a profession or craft, but “under- 
standing.” Merchants and bankers, and even some 
manufacturers and farmers, put a proper value on 
understanding. They talk in terms of production, 
supply, market, and so forth. Most display executives 
act as though they thought economic and social fac- 
tors totally unrelated to their own prosperity, although 
the mercantile industry, more than any other, is de- 
pendent upon gconomic conditions. Perhaps there are 
some who do not even feel themselves to be related 
to the mercantile industry. 
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A Most Cheerful Christmas-Cide 
and a Aappu and Wrosperons 1926 


is Che Display World’s Wish 
for All 
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maze of intricate human relationships. It offers a 
guidance in difficult places. If I owe anything to my 
profession, then I owe a very great deal of my society 
—the International Association of Display Men. 





The nemesis of enterprise is over- 
confidence. Professional as _ well 
as business men are too apt to 
imagine that they can advance 
with more rapidity under their own steam. They are 
usually ever ready to credit success to their own per- 
sonal worth and effort, forgetful of the economic 
and social factors which brought success for them 
within the range of possibility. Thus we are likely 
to find the established display or advertising execu- 
tive deliberately cutting away and discarding his own 
economic foundations” because of his supreme con- 
fidence in his own talent and ability, forgetful that the 


The Displayman 
Should Insure 
His Practice 
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The displayman and the professional man in gen- 
eral differ from the manufacturer and the farmer in 
that what they have to sell is advice and service and 
not a commodity. Commodities, if not immediately 
consumed, can be put into a storehouse until there is 
a market for them. The displayman has not solved 
the problem of marketing his advice and has made 
very little progress in disposing of his service. 

Is this not a challenge to the security of the posi- 
tion of the displayman accepted at the present time? 
Is he awake to the situation? Has he given thought 
toward setting up an organized means of making 
himself constantly useful? Has he discovered a 
means of remuneration related to the usefulness of 
his services to the mercantile world and not deluded 
himself into thinking that, because in times of sur- 
plus he is comfortably established? His own confidence 
in his.own ability is an index of what he is worth. 
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Notes from the Display Service Field 








J. T. Northrop, widely known displayman, formerly con- 
nected with the Smith-Winchester Hardware Company, of 
Jackson, Mich., and later with the Hoover-Bond Furniture 
Company, of Kalamazoo, Mich., has entered business for 
himself in the latter city, establishing offices in the Chase 
Building. In addition to handling display work for local 
merchants, Mr. Northrop will conduct an advertising coun- 
selor service and also install displays for national adver- 
tisers in dealers’ windows in Kalamazoo and vicinity. He 
has associated with him O. F. Gommell, a well-known dis- 
playanan of that section. 





Art Kramer, prominent displayman, for the past year 
manager of the Window Display Service Company, 412 
Eighth Street, Sioux City, Iowa, announces considerable 
success in his vicinity in the handing of window displays for 
national advertisers, and he has conducted several campaigns 
successfully, with prospects exceptionally bright for a rush- 
ing winter and spring business. 





Fred Pons, well-known_displayman and show card writer 
of Santa Barbara, Cal., has been conducting a successful 
window display service for local merchants in his city for 
some time, and has just decided to add a department for the 
purpose of installing displays for national advertisers. He 
has established enlarged quarters at 28 West Canon Perdido 
Street, Santa Barbara. 

Fred H. Gebhart, manager of the Gebhart Display Service, 
Flandreau, S. D., is one service man in a small city who is 
making a success of handling display work, both for mer- 
chants and national advertisers, and is now covering all sur- 
rounding territory. Mr. Gebhart has long been an expert 
show card writer and crepe paper specialist. 





Frank J. Vause has taken over the service formerly con- 
ducted by L. Sparrow in Ogden, Utah, known as the Sparrow 
Display Service, and will conduct the business from a new 
location at 568 Chester Street. Mr. Sparrow has moved on 
to the Pacific Coast from Ogden to enter other business. 
Mr. Vause is a capable displayman and will continue install- 
ing windows for local merchants and national advertisers. 


Max R. Herzberg, who has been in the display profession 
at Toledo, Ohio, for many years, has entered free lance 
work and has established a studio at 1419 Vassar Drive, 
Toledo. In addition to handling displays for local mer- 
chants, he will take up the installation of displays for na- 
tional advertisers and is now engaged in making contracts. 





F. F. McCourt, of Mason City, Iowa, has added a window 
display installation department to his regular advertising 
business. 





E. B. Danks, of the Danks Window Display Service, 115 
Stewart Street, Seattle, Wash., reports a remarkable achieve- 
ment in the handling of a special campaign of 300 Auto Strop 
safety razor displays in three days. Mr. Danks put on a 
large force of displaymen to accomplish the job in order to 
tie up with some special advertising. He reports business 
exceptionally good in the Northwest and his firm is now 
serving as exclusive installers for the Stewart & Holmes 
Drug Company, of Seattle. 





G. H. Armstrong has established the Roger Williams 
Advertising Service, with headquarters at 269 Friendship 
Street, Providence, R. I., and will cover the entire state of 
Rhode Island, installing displays for national advertisers 
and handling a chain of regular retail merchandise windows. 





S. C. Brain, who has been in sales and advertising work 
in Rock Island, IIl., for some time, sensing the need of a 
window display service in Rockford, Ill., is locating there 
and will shortly open up a service, handling local displays 
and installing windows for national advertisers. 





Joseph E. O’Neill reports considerable progress with his 
new Billings Window Display Service, with offices at 716 
North Thirty-first Street, Billings, Mont. Mr. O’Neill has 
long been an expert displayman and show card writer, and, 
in addition to the regular window display service, will con- 
duct a show card department for Billings merchants. 





Harwood E. Brown, a well-known displayman in Havre, 
Mont., has established a window display service in that, city. 














C. A. Brenneman, who has been conducting 
the Ashtabula Sho-Card Studio at Room 2, Pick- 
ering Building, Ashtabula, Ohio, has added a 
window display service department and will 
handle displays for local merchants and national 
advertisers. 





L. Sparrow, formerly of the Sparrow Display 
Service, Ogden, Utah, has moved to Pocatello, 
Idaho, where he has opened up a new service. 
Merchants of Pocatello were very anxious to 
have a displayman who could install special dis- 
plays for them, and Mr. Sparrow will also handle 
work for national advertisers. 





P. E. Brissey is organizing a window display 
service for Fairmont, W. Va., and, in addition to 








Crew and Motor Equipment of Detroit Window Display Service, 
R. V. Wayne, Manager, Detroit, Mich. 


his display ability, will have associated with him 
a Fairmont newspaper man in the work. 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 
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DALLAS.---FT. WORTH 


TEXAS—————_ 
PROSPERITY ZONE! 
Window displays installed by prize-winning window trimmers. 
Delivery Service, Signs, Show Cards, House-to-House 
Distributing. 


HUGHES ADVERTISING SERVICE 
205 N. Ervay St. Floyd G. Hughes, Mer. Dallas, Texas 





A Complete Window Display Service for National Advertisers 


COLUMBUS, OHIO 


100 Drug Store and 250 Grocery Windows Available. 


F. ALTMAN & SON 
139 East Rich St. Bell Phone: Main 7756 
Associated with Window Display Installation Bureau. 





THORNHILL’S DISPLAY SERVICE 
912 High Street, St. Louis, Mo. 
Complete Window Display Service for National 
Advertisers in 
St. Louis and Vicinity 


PHILADELPHIA — 


and surrounding points, 
Window Displays Delivered and Installed for National Advertisers. 
We Specialize in an “ALL YEAR ROUND” Service. 
Associated with Window Display Installation Bureau. 
Installation Capacity 500 Displays per week 
For Further Information and Quotations Write to 
SAMUEL J. HANICK, 1214 Race Street, Philadelphia, Pa. 








WINDOW DISPLAYS INSTALLED 


DALLAS—FT. WORTH 


and all the small towns within one hundred miles of Dallas. 
We feature a FREE PICK UP SERVICE. Write 


PARKER’S ADVERTISING SERVICE 
1201 So. Ervay Street, Dallas, Texas, 
for particulars in regard the service we are offering our clients. 


J. D. WILLIAMS DISPLAY SERVICE 
Brooks Building, Jackson and Franklin 
CHICAGO 
Advisor in National Campaigns—Local Display Service 
Complete Service for National Advertiser 
Manager, J. D. Williams 








JACK SHENKER’S DISPLAY DECORATIONS 
134 West Broadway (near Duane St.), New York City 


Fancy Papers, Baskets, Spot Lights, Flowers, Tinsel, 
Velours, Show Cards, Valances, Reflectors, 
Fixtures, Price Tickets, Beaver Board, Etc. 


BOSTON, MASS. 
. and Vicinity 
EASTERN WINDOW DISPLAY CO. 

537 Shawmut Ave., Boston, Mass. 
Guaranteed Window Display Service and Distribution 
for National Advertisers 
Associate of Window Display Installation Bureau 








PIONEER DISPLAY SERVICE 
FRED W. WEBER 


INDIANAPOLIS, IND. 

A complete merchandising service put on in conjunction, with 
your display campaign. Write for data and references. 
Member Chamber of Commerce, Advertising Club, Better Busi- 

ness Bureau. 
Offices: 824 Continental Bank Building 
Member, Window Display Installation Bureau. 








VISUALIZATION 


Putting Ideas into Picture Form” 
METROPOLITAN TOWER, N. Y 





DETROIT WINDOW DISPLAY SERVICE 
232 Lafayette Blvd., West Detroit, Michigan 
QUALITY Window Displays installed for National 
Advertisers anywhere in State of Michigan and at 
Toledo, Ohio—House to House Distributors. 

R. V. Wayne, Manager 


A.:S. FELDER 
24 Years Originating and Featuring Displays 


WINNER OF 50 PRIZES 
New York Specialist on Booths for Expositions 
Unit Displays for National Advertisers 


256 West Mth Street—Telephone 5595 Chickering—New York City 
Director Central Institute of Window Dressing 


OMAHA | 


Council Bluffs, lowa, and Vicinity. 


A complete _Window Display Service for National Advertisers. 
Associate of Window Display Installation Bureau. 


OMAHA DISPLAY SERVICE 
524 Park Avenue Omaha, Neb. 


CINCINNATI 


Dayton Springfield Louisville 


An Efficient Window Display Service for Local Merchants and 
National Advertisers. 


WINDOW DISPLAY SERVICE OF SO. OHIO 


Pickering Building Cincinnati, Ohio 
Associated with Window Display Installation Bureau. 


ST. JOSEPH, MO. 


and Vicinity 


MEYER WINDOW SERVICE 
315 Schneider Bldg. 


Window displays delivered and installed for National 
Advertisers. Fine Show Cards for Displays. 

















CONSISTENCY AND PERSISTENCY 

These are, indeed, virtues and in most in- 
stances require quite a bit of courage and fore- 
sight, but the history of practically everything 
from the beginning of time proves that these two 
factors have been the favorite weapons of those 
who fought and won success in all undertakings. 

Especially does this hold true in advertising, 
for the real value and cumulative benefits attached 
to advertising of any nature can be obtained in 
no other way than through a consistent and per- 
sistent campaign. 


DISPLAY SERVICES! 


Your message in the HONOR ROLL OF 
DISPLAY SPECIALISTS will prove this in a 
manner most profitable to you, and the cost of 
such a campaign is very reasonable. Just a word 
from you and we'll send full particulars. 
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Prom 


Full Sige Box 


Model Display Created by The Display World Service Bureau for Fallis, Inc., Cincinnati, Ohio 


Armand Co., Has New Display 
Striking Display Material Recently Issued for Use by 
Dealers Who Make Special Request 

The Armand Company, Inc., Des Moines, Iowa, recently 
issued one of the most striking and effective sets of display 
material of the year. It consists of a three-panel back- 
ground piece, artistically lithographed, with blue and pink 
the dominant colors and dummy cartons. 

These sets are being mailed all dealers who have shown 
a sufficient interest in Armand products to feature them in 
their windows and to any others who assure the company 
that the material will be used to the best advantage. 


DISPLAY OF UNUSUAL FEATURES READY FOR 
DISTRIBUTION TO RETAILERS 

An unusual display, consisting of three pieces in a strik- 
ing orange and black color scheme, has just been delivered 
to the Loose-Wiles Biscuit Company, Kansas City, Mo., and 
is offered free to their retailers who agree to make a dis- 
play for a reasonable length of time. 

The display is designed to be fastened on the inside oi 
the glass, and when installed according to the instrucftion 
given it makes a po werful showing. In its position persons 
passing on the opposite side of the street will see, and, 
through its harmonizing colors, be drawn over for a closer 


.inspection of the display and merchandise. 


A panel with attractive lettering 
is supported by two side pieces. Each 
is perforated with four large holes, 
through which gummed stickers may 
be used to adhere the poster to the 
window. 

The outstanding feature of this 
display is its adapability to a long 
window asx well as a small or me- 
dium-sized window with equal ef- 
fectiveness. The arrangements of 
the panels are the same for both 
types of windows. 

In the wide window packages 
of the manufacturers’ products are 
placed on either side of the setting, 
in addition to those arranged within 
the panels. 





’ December, 1925 


Sales Producing Material Created 


Recently Distributed Material Found Unusually 
Effective iVhen Properly Installed in Window 


A complete set of display material featuring Iodent tooth 
paste was recently created for the Iodent Chemical Com- 
pany, Detroit, Mich., and the first organized installation 
campaign completed in several sections of the country. This 
display effectively shows the two grades of paste and clearly 


Iodent Display by Manufacturers’ Display Service, Chicago 


explains their uses—one is for teeth hard to clean, and the 
other for those easy to clean. 

The material consists of every kind of piece that can be 
advantageously used in a window, and, when properly in- 
stalled, provides a beautiful display and a silent sales pro- 
moter. It is easy to install if the directions enclosed are 
followed and show to good advantage under any type of 
lighting. The color combinations are excellent and the de- 
sign of the pieces of the most modern. 

The accompanying photograph shows a display of the ma- 
terial recently installed by the Manufacturers’ Display Serv- 
ice Corporation of Chicago in their model window. This 
arrangement received the approval of the Iodent Company 
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and was followed in the installation of ali displays in that 
city. Only material furnished by the manufacturer has 
been used except the crepe paper embellishments shown. 





LIFE-LIKE CUT-OUT FACTOR IN CONTEST 

Manufacturers have long had the idea that a large quan- 
tity of display material for distribution to their dealers was 
necessary when a na- 
tional display contest 
was being held, but 
the fallacy of this 
was recently shown 
by the Hewes & Pot- 
ter Company, of Bos- 
ton, Mass. when 
a successful contest 
and merchandising 
campaign was con- 
ducted with only one 
display piece. 

This was a cut-out, ° 
as illustrated here, . . 
and was constructed : fi 
of the finest materials Pur Te 
by the Forbes Litho- Bc Tien. Fou You's 
graph Company, of Boston. When placed a few feet away 
and under the most common lighting facilities it appeared 
very lifelike. The tie shown in the hand was lithographed, 
but the one in position was a real one, securely attached. 

One important thing, that was not overlooked in the con- 
struction, was the supporting easel, which held the card in a 
position to best bring out the realistic features. 





DISPLAY MATERIAL RECENTLY ISSUED 
Radio Corporation of America, 233 Broadway, New York. 
Fiberloid Corporation, Indian Orchard, Mass. 

The Cudahy Packing Company, Chicago, III. 
Yale & Towne Mfg. Company, Stamford, Conn. 
Flash Chemical Company, Cambridge, Mass. 
Anheuser-Busch, Inc., St Louis, Mo. 
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This display, which is being sent to dealers only on request, interestingly shows the basket-ball equipment manufac- 
tured by the Ken-Wel Sporting Goods Company, Gloversville, N. Y. It consists of a basket-ball, detachable goal, background 
panel and two boys’ figures. Its construction permits use in any size window as an exclusive display, or with other goods. 
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Conservative Cards Proving Popular 


Great Care Should Be Exercised in Preparing Show Cards for Use in 
Display Windows—Tendency at This Time Toward Simpie Ones 


By ARTHUR B. SMITH 


Card Writer, Porteous, Mitchell & Braun Co., Portland, Maine 


N eternal clash seems to exist between the 

usage of the highly decorated window 

card and the conservative, refined type. 

The tendency at this time seems to be 
toward the conservative, and it appears that a happy 
medium may be employed, resulting in an attractive 
card in composition and color that-will catch the eye, 
interest the reader and at the same time present in- 
dividuality t':at will command more respect than the 
much bedecked, gaudy type. 

Evidently scrolls are going out of use and the 
conventional design is in vogue. Panels, underscoring 
and the borders are the points that bring out the best 
in any card. 

Another important part often’ overlooked is the 
harmony existing between the card and the goods 
displayed. The colors, the composition, the propor- 
tion and the placing is well to be considered. Of 
course, it is not advisable to try to introduce all of 
the colors or designs used in the display, but by using 
one color, or perhaps two,-on the cards often pro- 
duces the connecting link between the card and the 
merchandise being displayed. 
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A colored capital is always attractive and tends to 
lead the eye of the reader to that portion of the card 
most desired to be read. Great care should be used 
in selecting the color for this, so that after attracting 
the reader’s attention it will not mar any good im- 
pression that has already been made. Much depends 
upon the type of letter and the embellishing char- 
acters used. Simplicity should be paramount and no 
attempt made to create the unusual. 

After the holiday season our store is to stand- 
ardize their window cards. The spring cards will be 
made on a mottled nile green mat board, with darker 
green lettering and yellow-orange striping and bor- 
der. The summer cards ona pale blue mat with 
darker blue lettering and nile green underscoring. 
The fall card will find a dark brown mottled mat with 
white letters and orange striping, and the winter plan 
is on white-pebbled mat with black letters and grey 
and orange stripes. All of the cards are to have 
beveled edges. This procedure will give to the win- 
dows a distinctiveness and neatness that will add ma- 
terially to the display value, and at the same time do 
away with the constant changing of combinations. 
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Three Attractive Show Cards by Arthur B. Smith, Card Writer, Porteous, Mitchell & Braun Company, Portland, Me. 
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TRADE MARK REGUS PAT OFF 


BRUSHES avo SUPPLIES 


You may want to send in a “last 
minute” order. Be prepared— 
have Catalog No. 12 on hand— 
write for copy. 


Our Artist Friends 


know a good thing when they 
see it—and the greatest sign- 
artists have shown such a de- 
cided preference for 


SHO-CARD 
Quality Board 


that we have been forced into 
greatly increased production. 
To our great gratification— 
Quality Does Count. 


Twenty-seven gorgeous colors 
in all. Samples on request. 


Hurlock Bros. Co. Inc., Mfrs. 


3436 Market St. PHILADELPHIA, PA. 
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Nels 


To all our friends of the “fratermty”’ 


CARD WRITERS 
and DISPLAY MEN 


A Merry Christmas 


A tappy New Year 
— Bert L. Daily 


We are winding up a wonderful year; we hope 
that you are, too. We look forward to 1926 
as the “biggest year ever,” and we trust that 
you share this hope. We thank you sincerely 
for your patronage, which has miade our suc- 
cess possible; we pledge our hearty co-opera- 
tion toward your greater success. 
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BERT L. DAILY 


126 East Third St. Dayton, O. 





Use This Paasche Multiplehead Airbrush 
10 days. Then pay if pleased. 


This is the greatest forward step ever made in the 
manufacture of airbrushes. An extra head goes with 
every brush. Send the coupon. Test the Paasche 
Multiplehead Airbrush on your own work. Use it ten 
days FREE. Then decide. What could be fairer? 
Mail the coupon. Do it now. 


PAASCHE AIRBRUSH COMPANY 
1902 DIVERSEY PARKWAY CHICAGO 


New York Cleveland Detroit Los Angeles Toronto 
54 Dey 418 Perry 233General 411 Douglas 529 Ossington 
St. Pane Bldg. Motors Bldg. Bldg. St. 
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i 
& PAASCHE AIRBRUSH CO., 1902 Diversey Parkway, Chicago. : 
: I agree to use the Type “M” Multiplehead Airbrush for 10 4 
1 days and will pay $26.50 provided it proves to be all you claim. J§ 
a 1f not, I will promptly report to you and you agree to cancel the J§& 
a charge upon its return. . 
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The Loud Speaker of Show Windows 


More Attention Should Be Given the Construction of the Show Card 
as Much Depends Upon the Message and the Manner It 1s Given 


By JOSEPH H. MARSHALL 
Display Manager, The Boersma Company, Chicago, Illinois 




















































O obtain the best possible results from the added, I am sure that you will be able to mprove the 
show window it is necessary that the let- work you are doing, regardless of how well it now is. 
tering, illustrations and layout of the card After making up your mind on the type of card 
be executed in the best possible manner. work you intend to do, practice and experiment. 

Nothing will retard the purpose of a show card so Ideas will become more easy to get and one will 
quickly as poor lettering, for it is often objectionable quickly follow another. A good show card, well laid 
to the average window shopper. out, of proper and harmonizing colors, is the chief 
Card writers should practice the proper way to part of any window display. 
hold the brush and pen, the different alphabets, both There really isn’t any mystery about arranging 
new and old, and layout and spacing. One of the effective displays, neither is it difficult to get together, 
greatest hindrances of progress in writing cards is economically, all the material necessary to arrange 
lack of ideas, but if they will keep all trade journals result-producing windows. Many merchants and dis- 
and magazines as well as every bit of material that playmen fail to realize or appreciate that the manu- 
may come in handy some time in a convenient file, facturers of practically all classes of merchandise are 
this will be easily overcome. Illustrations from maga- ready and willing to assist with show cards, posters 
zine advertisements can be frequently used, and, with and other attractive material. 
the aid of an air brush, a different card for every Too often all the dealer helps the store receives 
display can be had. from manufacturers gets put into the furnace and 
Thanks to the manufacturers of mat board card when time comes to make up a display of that cer- 
stock that works in with every season of the year tain product the displayman wonders where he can 
can be purchased at a reasonable rate. These com- get the necessary materal to create a good one. 
panies will be glad to furnish samples and prices and Did you ever notice that some store windows look 
I am sure that any of the advertisers in this journal as though the owner was under contract with progress 
will be glad to attend to the needs of anyone who not to compete with it? It is a good idea to take a 
will take the trouble to write. critical look at your own windows every week or so, 
In this profession as it affects the display industry for there is always room for improvement, which 
there are any number of good card writers, the work means extra sales. If you have been going around 
of many have been reproduced here, and it is no re- blindfolded and hobbled so far as knowledge of real 
flection on anyone to study the work of these artists. sales-producing windows are concerned, it is time to 
Take your cue from them, and, with your own ideas get out of the shackles. In retailing with competition 
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Group of Well-Executed Cards by R. H. Longenbaugh, Display Manager, The Eagle Stores, Chicago, IIl. 
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so strong, one should not be satisfied to just keep the 
windows trimmed in the same style. Be different, 
make up your mind that your displays are going to 
be the best in your community. Learn all there is to 
be learned about the window and plan ahead. Remem- 
ber the importance of the loud speaker of the win- 
dow—the show card—and the way to extra profits 
will be opened wide. 





“GIFT OF KINGS” DISPLAYED IN NEW YORK STORE 

Large crowds have been attracted to a display at Arnold, 
Constable & Company, New York City, of an embroidered 
bed set that at one time was presented to Sultan Abdul 
Hamid II. by King Alphonso. 

The bed set, which consists of one spread, a pillow case, 
two tables and two chair covers, has an interesting history. 
Originally the property of the sultan of Turkey, it was sold 
by the young Turks when Abdul Hamid was deposed in 
1908. Embroidered in solid gold and silver threads in deli- 
cate bird and floral motifs on pineapple silk and edged 
with silver lace, it has been termed “The Gift of Kings” by 
the store. 

The set was obtained by the interior decorating depart- 
ment of the store from a world traveler. 





SHARON CLUB INITIATES SEVEN NEW MEMBERS 

One of the most active display clubs affiliated with the 
International Association of Display Men is that located at 
Sharon, Pa. It now has 38 members and meets twice a 
month with interesting programs and always some feature 
attraction. 

Although the members have been very busy with their 
Christmas windows, they took time recently to initiate seven 
into the “secrets” of the “order.” The degree team, composed 
of Fred McIntyre, Wm. B. King, L. H. Berger, Wm. Wat- 
kins and John Allen, put the boys through with a bang. All 
new members wore large red bow ties with two exceptions, 
who are still regretting it. After the initiation clam chowder 
with all of the trimmings was served. 

Wm. L. Pringle, of the United States Gypsum Company, 
Chicago, gave a demonstration of Textone that proved one 
of the best this club has witnessed. 





ST. LOUIS CLUB HAS INTERESTING MEETING 

A special meeting and dinner of the St. Louis Display 
Club was recently held in honor of the assistants in display 
departments of the city, who attended as the guests of their 
respective display managers. As a tribute to the “bosses of 
tomorrow,” Joseph H. Chadwick, St. Louis, Mo., president of 
the International Association of Display Men; W. L. Stens- 
gaard, Bloomington, IIl., first vice-president, and L. A. 
Rogers, Chicago, secretary, were present and delivered in- 
spiring addresses. 

This excellent meeting was made possible through the 
efforts of International President Joseph Chadwick, who is 
interested in heart and soul in starting the juniors off in 
the right way, and Phil Williams, local president, who is 
especially anxious that St. Louis be the first city “over the 
top” for this new branch of the association. 





PRIZES AWARDED FOR BEST DISPLAYS 

Prizes offered by the -mercantile bureau of the Chamber 
of Commerce, Worcester, Mass., for the best window dis- 
plays of New England made goods during the New England 
conference recently held in that .city were awarded as fol- 
lows: W. A. Farrington, Denholm & McKay Company, 
first; John Hammar, Duncan & Godell Company, second, 
and Edwin Anderson, C. T. Sherer Company, third. 
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**Distinétividuality’’ 


“It’s in the Surface”’ 





MAT and Card Boards in numerous 
colors and delicate blends, offered in 
three popular thicknesses. Samples 
free. 


OUR creations in card board cut-outs 
and beveled edge window cards are 
sales producers. 


TO our many friends we send greet- 
ings of the Christmas season. 

















National Card, Mat & Board Co. 


Manufacturers 


4318-36 Carroll Ave. Chicago, Ill. 
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HUNT PEN CO. CAMDEN, N.J..U.SA. 
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The F‘ountain Air Brush 


For Showcard and Sign Writers 
Easy to Handle and Keep in Order 
Ask Any One of 18,000 Users 


Ss 





Write for Catalog 52 D 


Thayer & Chandler 


913 Van Buren, CHICAGO 









































“Specializing in Fabrics for the Display Man.” 


s 


WINDOTRIM FABRICS, Inc. 
17 Madison Avenue 
New York 


Tell Us What You Want and Samples Will Be 
Submitted. 

















A COMMERCIAL 
FIXTURE 


Consisting of 15” Mirror 
Lined Shade, Globe, Chain, 
Canopy and Wiring, 
Complete for 


$5.75 


We manufacture reflectors 
for every purpose. Show- 
case and window reflect- 
ors, flood-lighting, picture 
and art gallery fighting. 


Sunlight Reflector 


Co., Inc. 
Establ. 1898, 
226-228 Pacific Street, 
Brooklyn, N. Y 




















Windows Enriched With 


Plushes and Velours in Exquisite 
Shades and Tones Attract Atten- 
tion and Create New Business. 


We specialize on your needs. 
Let us quote, or order an initial 
supply. 


Samples and Prices Supplied on Request 








National Plush Company 


7 West 3rd Street New York City 
“A National Institution Known -for Service” 





Make Sure of Getting Your Copy of the THIRD 
ANNUAL DISPLAY REVIEW, the January Issue. 
Send Us Your Subscription Order Today. 
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Displays and Advertising Agency 


(Continued from page 25) 





In our organization we have abandoned the old- 
fashioned agency space buyer. The purchasing of 
space or materials is done either by the order depart- 
ment for space, or the production department for ma- 
terials, and that takes care of all routine or me- 
chanical work. For analysis of the merits of various 
advertising mediums, and for planning their use in 
connection with any campaign, we have set up a 
media department in which is gathered all the infor- 
mation necessary to these ends. Working beside this 
department, and in close touch with it, is a market 
department, in a position to supply all the necessary 
information on market conditions and selling prac- 
tices. These two departments are under one general 
head so that the work of selecting any medium can 
be done with accurate knowledge of the market 
involved. 

Our media department is, however, split in half, 
one-half deaiing with all manner of publications 
and the other half dealing with all advertising other 
than publications. The non-publication half of the 
media department has as one of its principal func- 
tions the handling of window and store display work. 
By this method of organization every possible means 
of advertising receives its full share of consideration 
whenever we are called upon to lay out an adver- 
tising plan, and the resulting recommendation, after 
criticism from the man in contact with the account 
and the general administration, is carried through to 
the advertiser. 

While we think this is an effective form of or- 
ganization and that it represents progressive think- 
ing and action, we know that its worth can only be 
determined in practical operation, and I feel that the 
thing that will interest you most will be an explana- 
tion of the spirit and practice of its functioning. We 
can do this most pointedly by assuming an actual 
case and running through what might happen to it. 

Say we have a client who manufactures thumb 
screws. His 1926 advertising plans are up for con- 
sideration. The contact men and the market and 
media departments get together and decide that, in 
view of all the past and present circumstances, it is 
advisable to use certain advertising in various 
mediums. 

The advertiser needs’ more dealers and stronger 
support from the present dealers. At the same time 
his product and its peculiar uses is not yet well 
known to the general public. His sales volume and 
general. financial conditioin when matched against 
the known market make it reasonable to work to and 
through dealers and to the general public as well. 
So we map out a program involving direct mail to 
the dealer; electros, slides, folders, counter and win- 
dow display for the dealer; material to help salesmen 
sell the dealer on the advertising and its use plus a 
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general campaign in national magazines with special 
newspaper work in three difficult territories. 

From our knowledge of sales methods, dealer ac- 
ceptance and past experiences we plan on getting 
10,000 dealers to use the store display. We estimate 
that copy, art, production, mailing, installation and 
merchandising of store material will cost roughly 
$30,000. Our administration approves the plan and 
we take it to the client, who also approves it. 

This brings us up to the point of getting out the 
window display. Under our operation, this may be 
done in a number of ways. The advertiser may take 
our suggestion and handle it independently, or he may 
have us write the copy, prepare the designs and 
specifications for the display, and purchase and dis- 
tribute it himself. 

The client may ask us to, distribute the display, 
working out with him a detailed distributing plan 
on the basis of the more general one suggested in 
our first proposal. This work may include dealing 
with display installation services, in which case we 
work out with them definite instructions as to the 
erection of the display. We may send some displays 
through newspaper merchandising departments who 
agree to-help us. We may use the client’s sales force 
where this is best. We may work through producers 
or jobbers, or, even in some advantageous situations, 
direct to the dealers. We may conduct campaigns 
either by direct mail or in publications with the idea 
of getting dealers to ask for displays and agreeing to 
put them up. We may go so far as to employ and 
send out merchandising men who will interview 
dealers, brokers and jobbers in an effort to sell them 
generally or specifically on the use of window display 
alone or in conjunction with other advertising. In 
any event, we take the job and try our best to do it 
to the best advantage. 

We find that when window display people dis- 
cover our policies and working methods they are 
more than anxious to cooperate. We try to keep 
the whole thing wide open and flexible. We ask 
everybody concerned in the window display business 
to keep in touch with us and work with us, if pos- 
sible. We are in a three-sided position, being buyer, 
seller and designer, and at the same time seldom 
in exactly the same position twice. 

In general, we try to lay out window plans well 
in advance and over as long a period as is reasonably 
just, as we do with other advertising, and by the 
same token we are’ ready and willing to make quick 
changes to meet shifting conditions. 

Work of this kind is being done by many 
agencies. Advertisers, producers, installers and 
others are alive to the need for coordination. As a 
result, the cooperative spirit is rapidly spreading. 
Window display has a definite recognition that it 
has never before enjoyed. As yet it has not reached 
the position it deserves te hold. It is hoped that this 

explanation of our work will help the cause along. 









“Thirty Shades in 
High Quality 
Art Poster Board 
Highly Adapted for 


Speed in Both Pen 
and Brush Work 


Jend for Jample Folder 


crestNT))Bpantd 


-we announce the addition of 
our new STARBURST LINE of Poster 
Boards in Six Stunning New Colors 


CHICAGO sox COMPANY 


S66 W. WASHINGTON BLVD. 2 CHICAGO 
Originators of New Colors and Finishes in Poster Boards - 











EVERY DEPARTMENT STORE HAS MANY 
USES FOR THE WOLD AIR BRUSH OUTFIT 


For Display Cards, Scenic Backgrounds, Millinery Work, Fixtures 
of All Kinds—One Air Brush for All. 





Send to us for a Catalog, or ask your 
dealer about “The Air Brush with the 
Good Reputation.” 

THE WOLD AIR BRUSH MFG. CO., Dept. 4, 


2173 N. California Ave., CHICAGO 














| 36-Inch 


RAY VELOR 


A Semi-Plush, Semi-Velour with a 
Very Glossy Sheen 


A Silk Velour Effect at the Price of Plush. 


Samples Gladly Sent, Together With Name of 
‘ Nearest Distributor. 


WINDOTRIM FABRICS, Inc. 


17 MADISON AVE. 
NEW YORK 
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Doings Among Displaymen Everywhere 








W. L. Stensgaard, first vice-president of the International 
Association of Display Men, and for the last several years 
display manager for C. W. Klemm, Inc., Bloomington, III., 
has announced his resignation, effective December 15, to ac- 
cept the position of director of the 
window display division of. the 
Stewart Warner Corporation, Chi- 
cago, Ill. His successor has been 
selected and will be announced later. 

The duties of this position will 
include the designing of displays 
that will be more effective, and, 
therefore, profitable; to supervise 
their construction and installation; 
to meet with the various sales or- 
ganizations and explain the help 
this department is rendering, and to 
assist the dealer in securing mori 
sales and a quicker turnover oi the 
products of this organization. 

Although headquarters will be in Chicago, Mr. Stens- 
gaard will visit the various districts about the country as 
may be necessary. This will afford him an opportunity for 
still greater service to the I. A. D. M., in which work he 
is so enthusiastically engaged. A cordial invitation is ex- 
tended all displaymen to call on him when in Chicago. 

Those who, have closely followed the trend of display 
progress recognize the national advertisers’ field as one 
offering the greatest opportunities for displaymen, and the 
manufacturers’ need at this time for men of Mr; Stensgaard’s 
ability. The field is so undeveloped that those who enter 
now will be in on the ground floor and will share in the 
fruits of certain success. 

The Stewart Warner Corporation is to be congratulated 
on having secured the services of this outstanding display 
executive and sterling gentleman. 





W. L. STENSGAARD 





William Berg, display manager, Bonwit Teller, New York 
City, was recently in Florida supervising the decoration of 
the Miami and Palm Beach branches of the store. E. R. 
Erwin, first assistant was in charge of the store during his 
absence. 





Frank Ledbetter formerly display manager of W. L. 
Fanning & Company, Shelby, N. C., has been appointed to a 
similar position with Gilmer’s, Inc., Asheville, N. C. 





W. J. McKeon, assistant manager for Saks-Fifth Avenue, 
New York City, was married several months ago, it was re- 
cently revealed when his sudden inclination toward domestic 
duties caused suspicion. The DISPLAY WORLD extends 
its sincere congratulations. 





C. R. Scott, formerly display manager of Husch Bros., 
St. Paul, Minn., is now first assistant at the Fair Store, 
Chicago. Mr. Scott is one of the country’s leading display 
executives, and his selection for this very important. position 
created no surprise in the industry. 





S. C. Rieser, director of displays, Laclede Gas Light 
Company, St. Louis, Mo., was recently honored with the ap- 
pointment as chairman of the Window Display Section of 
the American Gas Association. 





O. H. Pearson, prominent western displayman, is now 
associated with the new Bedell Store, of Portland, Ore., as 
first assistant. He was formerly with the Bee Hive Depart- 
ment Store of that city. 





Robert Pemberton, assistant display manager of James 
McCreery & Company, is on leave of absence for the win- 
ter, which will be spent with his family in Washington. 





Paul L. Wertz, formerly display and advertising manager 
of Field's, St. Louis, Mo., is now display manager for A. 
Livingston & Son, Bloomington, III. 





William L. Schryver, for two years display manager of 
The Quality Store, Ionia, Mich., is now associated with 
Thomas A. Carten Department Store of that city in a simi- 
‘ar capacity. 





C. S. Longenbaugh, display manager of H. G. Wendland 
& Company, Bay City, Mich., has resigned and will take 
several weeks’ vacation before announcing his future plans. 





Oscar Larson, formerly display manager of the Spurgeon 
Mercantile Company, Chariton, Iowa, is now located in 
Creston, Iowa. 





J. H. Richter, display manager, The Fair Store, Chicago, 
has just returned from an extended Eastern trip in the in- 
terest of the display department. 





Daniel Hurley, formerly with the window display depart- 
ment of James McCreery & Company, has been added to the 
staff of The Window Display Service, Inc., New York City. 
Mr. Hurley was recently connected with the Buckley-Newhall 
Company, New York City, as display manager. 





Frank C. Roberts, for several years director of the dis- 
play department of W. C. Ruch Company, Hollywood, Cal., 
has resigned. He has opened offices at 5805 Harold Way 
and is engaged in doing commercial trimming for southern 
California stores. 





Anthony Ficeto, for the past four years display manager 
of the Boston Silk Store, Waterbury, Conn., is now serving 
in a similar capacity with the Bedford Silk House, Inc., of 
that city. Mr. Ficeto has won nine consecutive prizes in 
display contests held in that city during the last four years. 





L. Eldridge, formerly display manager of Rau & Com- 
pany, Chicago Heights, IIl., is now associated with H. Gor- 
don & Sons, Gary, Ind., in a similar capacity. 





A. J. LeFevre, display manager of A. Landauer & Son, 
“Fair Stores,” Sturgeon Bay, Wis., has resigned to accept 
a similar position with Sell Brothers Department Store, 
Sheyboygan, Wis. This store now has sixteen windows with 
135-foot frontage. 





J. H. Rice, display manager of Espenhain Dry Goods 
Company, Milwaukee, Wis., was awarded the grand prize 
in the window display contest which was conducted in con- 
nection with the Milwaukee Community Fund. He was 
presented with a handsome silver loving cup. 
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Point in Advertising Psychology 


(Continued from page 5) 

dynamic being; he is a bundle of needs and desires, 
all interwoven and conflicting, and which he con- 
stantly aims to satisfy. Of course he responds to 
stimuli, but in a dynamic way, not at all passively. 
His general behavior, his whole life is concerned with 
the satisfaction of his needs, and if you are to get to 
him—man to man—you must get to them—to his 
wants and needs. When anything, even remotely, 
points out a solution to them, then the individual is 
all eyes and ears. You are suggesting that you be 
allowed to help him with his aims to satisfy his needs, 
and he will listen to you gladly. 

Take the case of want ads. To get attention is not 
much of a problem for them, and yet they are no 
doubt read more times than most of the big adver- 
tisements. But want ads appeal to very definite needs 
of people. And it is because they do so that people 
read them with an interest which is much above that 
which attraction devices can ever hope to stimulate. 

So with correspondence schools. Why are their 
advertisements so avidly read, by many people. Cer- 
tainly they haven’t much aesthetic appeal. But they 
do appeal-to a desire in some men to “get ahead,” 
and, because they do so, their only attention problem 
is that they be so constructed that they will be notice- 
able when placed on a page with other printed matter. 

Take the case of a tooth paste company which, to 
advertise its products, used a novelty device consist- 
ing of a large piece of cardboard in which are holes to 
fit the eyes, one hole covered with green mica and the 
other with red. The observer looks through these 
holes to a picture beyond, which is printed in two 
colors and so appears in three’dimensions to the ob- 
server. Assume first that the company had relied 
solely on the novelty of this device to create demand, 
that the picture which accompanied was made up 
merely of two or three tubes of tooth paste and a 
tooth brush or so. Is that enough to stimulate de- 
mand? No. But if the novelty was used only to 
attract attention, and if the picture was one showing 
a robust, healthy individual in the act of using this 
tooth paste on already admirable teeth, then you 
would be appealing to a real desire and need of the 
observer, and one which would arouse a type of in- 
terest very likely to create demand. 

This whole new point of view in advertising may 
be summed up as a shift of stress from the point of 
view of the seller td the point of view of the con- 
sumer. To have your advertising sound requires a 
reference to the wants, needs and desires of the con- 
sumer, and to get at them requires a study of your 
consumer, a looking at things from his point of view. 
Your method must be to analyze your product in 
terms of these wants and desires of the consumer, and 
to make your product so appeal to some real desire 
that he, as consumer, will be stimulated—interested— 
in a way directly leading to demand. 
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Will Your 
1926 Show Cards 
Sell More — at 


Keep hep to latest “wrinkles” in show card 
advertising by reading SIGNS OF THE TIMES 
every month. 


7 
The December issue, for instance, has among many 
others these features: 


“Appearance of Show Cards Constitutes 90% of Their 
Pulling Power.” By H. C. Martin. 

“Variations of Modified Gothic Showing the Great 
Adaptability of the Style.” By Louis F. Bense. 

Sixteen Show Card Layouts. By H. C. Martin. 

“William Unger’s Name Synonymous With Perfection 
Among New York Artists.” By R. E. Brenner. 

Nine Show Card Layouts. By William Unger. 

“Consider the Advantages in Home Town Before Hunt- 
ing Greener Pastures.” By Thomas Elwyn. 

“Easy Lettering Pen Layouts for the Beginner.” By 
Tom Kelley. 

New York and Chicago News in Show Cards. 

“Making Silk Screen Stencil for Process Work.” By 
Bert Zahn. 

“Questions and Answers.” 

“Prices Displayed in Holders Save Time and Stocks.” 
By B. L. Umberger. : 

“People Want Posterized Art.” By A. DeMontiuzin. 


THE BEST BOOK ON SHOW CARDS 





This Gordon 
Book on Show 
Card Writing 
($3.50) a copy, 
and a_ year’s 
subscription to 
SIGNS OF 
THE TIMES 
($3.00), both 
for $5.50. 





December, 1925 
SIGNS OF THE TIMES, 
Cincinnati, Ohio. 
(1 Enclosed find $3.00, for which send me SIGNS OF 
THE TIMES for one year. ($3.50 in Canada.) 
C] Enclosed find $3.50, for which send me, postpaid, 
a copy of the Gordon Book. 
CJ Enclosed find $5.50. Send me a copy of Gordon’s 
Book and a full year's subscription to SIGNS 
OF THE TIMES. 
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Special Displays Maintain Interest 


Use of Specialized Unit Trims Provide Something of Unusual Interest 
in Windows at All Times, Often Resulting in Immediate Sales 


By EARL P. KLEPPINGER 
Display Manager, Walker Department Store, Beatrice, Neb. 


EW displaymen and even fewer merchants 

properly appreciate the real value of spe- 

cialized display. Too many windows are 

trimmed as a job to be completed and with- 
out enough thought given to the arrangement -of the 
merchandise for realization of the greatest gross sales. 
~ Windows to render 100 per cent service must at- 
tract. The problem is how to obtain a sufficient 
“something” to cause people to stop, look, study, and 
then be sufficiently interested to buy or tell their 
friends of the things they have seen. That “some- 
thing” may be anything peculiar, out-of-the-ordi- 
nary, strikingly different. It might even be crude; 
in fact, anything one would not expect to see in a 
window, just so it emphasizes the characteristics 
that are going to sell the merchandise. 

This can most effectively be accomplished by the 
use of specialized unit trims. It is wise to divide 
the window space into natural units and keep a spe- 
cialized trim in sOme one of these all the time. In 
this way there will always be something of unusual 
interest in the windows. The passerby will stop be- 
cause of this and tarry to study what is shown in the 


Special Display Featuring Japanese Kimono Silk by Earl P. Kleppinger for Walker Department Store, Beatrice, Neb. 


other units, often resulting in immediate sales or 
planning on the part of the prospective customer for 
future purchases. 

In speaking of this form of display the writer 
might refer to his own experience in the very recent 
past. In has been his policy at all times to follow 
the plan outlined in the preceding paragraph. 
Through this system the windows have received 
more public and personal comment, have done more 
to advertise the store in a general way, and have 
netted the store a larger percentage of sales, all 
during a dull season, than any previous method that 
has ever been used. 

Out of a number of windows several might merit 
a description. One of these featured the fall arrival 
of dress goods. The shipping box was wheeled into 
the window on a freight truck, opened, and the bolts 
of goods scattered about as though just being 
unpacked. 

Another featured guaranteed fast color house 
dresses, with the keynote of the display being a 
demonstration electric washer. Through the re- 
moval of a section of the washer and insertion of 
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WANTED 

Salesmen selling fixtures to carry 
a well-advertised line of Va- 
lances and Drape Shades. We 
are an old _ established house 
manufacturing our own lines. 
Our liberal commission arrange- 
ment should insure a substantial 
increase in your present income. 
Write full information as to ter- 
ritory now covered and lines sold. 
All replies will be held strictly 
confidential. 


The National Decorative Company 
5 Hudson St., Camden, N. J. 








POSITION WANTED 


as window decorator or assistant, by 
young man eighteen years of age, a grad- 
uate of one of the leading display schools. 
Middle Western location preferred; salary 
reasonable. 
Address “H. O.,” 
Care The DISPLAY WORLD. 





' 








FOR SALE—There is only one Window 
Sock for decorators manufactured. It has 
an elastic band taped and sewed in the 
top. Was patented May 20th, 1924. Made 
of heavy fleecelined Jersey cloth. Fits 
over any shoe and can’t slip off. 75c per 
pair; $4.25 one half dozen; $8.00 per dozen, 
postpaid. Order by size shoe worn. 

J. M. WALTERS, M’F’R. 
220 South Benton Way, Los Angeles, Cal. 












SALESMEN 


to sell 
Valances for Show Windows 
Can be handled as 
A Full Line or Side Line 
30% COMMISSION 


Address, “C. O.,” 
Care of The DISPLAY WORLD 




























POSITION WANTED 
Displayman and card writer, five years’ 
experience, desires connection with live 
wire store. Texas, Oklahoma, Arizona or 
New Mexico preferred. Send details in 
first letter. 
Address “S. M.” 


Care The DISPLAY WORLD 


FOR SALE 


Messmore & Damon large mechanical ele- 
phant, built in four sections. In good 
mechanical order; used this Christmas. 
Also, one small elephant spinning a ball. 
BRAGER OF BALTIMORE, 
Milton Hartmann, Display Manager, 
Baltimore, Md. 

















WE ARE GIVING AWAY 
without obligation, information regarding 
the proper use of color in securing effec- 
tive combinations for window displays, 
show cards, and wherever color is used. 

Address “T. C. C.” 

Care The DISPLAY WORLD 











MAKE $60 TO $200 WEEKLY 

putting up our Genuine Gold win- 

dow letters; Scripts. Experience un- 

necessary. Free sample. 
PREMIER LETTER CO. 

121 N. Francisco Ave., Chicago, II. 















WANTED 


Salesmen selling fixtures and flowers to 
carry our long established, well known 
line of Peerless and Regence Silk Plushes, 
Silk Velours, and other fabrics, specially 
adapted for window trimming. Our 
liberal commission arrangement should 
insure a decided increase in your present 
income. All answers will ve considered 
strictly confidential. 


WINDOTRIM FABRICS, INC. 
17 Madison Ave., New York City 
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plate glass, two brightly colored house dresses were 
shown being washed in soap and water. This dem- 
onstrated beyond a doubt that they were of really 
fast colors. Dresses like those being washed were 
displayed about the window and on headless forms. 

A special feature display that appealed more to 
the artistic and had a strong sales appeal was one 
of Japanese kimono silk. The drapery stands had 
black lacquered cross pieces with cherry blossoms 
wound about them. The center unit was a beaver 
board cutout Japanese girl done in brilliant colors. 
Down front on each side was a seated Japanese idol 
surrounded by incense pots. The show card holder 
was an imported Japanese dinner gong. 

These are three suggestive windows but practi- 
cally everything displayed can be specialized if the 
time, thought and patience is devoted to it. To have 
people go out of their way to look at interesting or 
novel displays is the most effective and cheapest ad- 
vertising a store can have. 





COLORS THAT PRODUCE ILLUSION OF MOTION 


One of the most marvelous advancements in the art of 
color combinations of paint has recently been brought to a 
point of perfection, so that With the use of color lighting 
with thermostatic or mechanical flashers gives an absolute 





visualization of motion on an entirely still and flat surface. 
It is possible to secure every beautiful color effect from 
this system. 


Richard M. Craig, who holds the letters patent from the 
United States Patent Office, has accompished this result 
after ten years of patient study and development, gives this 
system the terminology of V-I-B-G-Y-O-R, which is a con- 
densation of the initial letters of the colors violet, indigo, 
blue, green, yellow, orange and red. These are the colors 
of the spectrum. 


Although this color absorption system is intended for 
development for commercial uses such as poster, outdoor and 
window display purposes, there are a number of wide uses 
in art paintings for the home and for the collector of un- 
usual novelties. 


Starting with some very simple experiments at his studio 
changing from a dim to a full light, Mr. Craig seized on 
the idea of inaugurating a scientific research to ascertain 
how these effects were created, and resulted in his discover- 
ing the exact. color combinations of paint and light that 
produced the illusion of motion. 


Many noted people in the financial, business and scien- 
tific world have been in to see The Vibgyor Corporation’s 
exhibition at 235 East 42nd Street, New York City, and 
have invariably expressed a favorable opinion of the prac- 
tical application of VIBGYOR as an eye-attracting me- 
dium, for its wide flexibility of use in advertising, for its 
novelty, as well as for its contribution to the advancement 
of education in colors. 
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CHAIN STORES CALL ATTENTION TO DISPLAYS 

In newspaper advertising of the huge chain store syndi- 
cate of the A. Schulte Company cigar stores which recently 
appeared in New York City papers, attention was called to 
the cigar store’s windows. 

“It really does pay to keep an eye on the Schulte win- 
dows,” the copy read. “We always try to make them newsy 
and interesting—to make them bulleti#is, so to speak—which 
will keep you posted as to what is latest and best. You 
probably stop in.Schulte’s regularly to buy your favorite 
cigars, etc., so why not make it a habit to glance into our 
windows to see what else we are offering?” 





CLUBS SHOULD FIGHT MISLEADING WINDOWS 

The suggestion that local display clubs cooperate with 
the Better Business Commission in an endeavor to eliminate 
the use of misleading windows and price tags was recently 
made by a prominent New York City department store head. 

He pointed out that in some of the retail shopping dis- 
tricts of the larger cities and no few of the smaller towns 
the merchants place a beautiful garment in the window at a 
fictitiously low price to attract people into the store. The 
merchant then informs them that the garment has been sold 
out but he has a similar bargain. Unless the customer de- 
mands the garment left in the window he will not remove it. 
The displaymen should work with this bureau in a fashion 
similar to that employed by the advertising men. 





RETAILERS HOLD ANNUAL WINDOW NIGHT 

Merchants of Terre Haute, Ind., affiliated with the Better 
Business Bureau recently conducted the second annual “Win- 
dow Night,” when special displays of seasonable merchandise 
were shown. Thousands of persons thronged the streets. 
Among those participating were the Petot Shoe Company, 
Walk-Over Shoe Store, Lee Goodman & Sons, Frederick 
Snapp, Levinson’s, Miller-Wohl, the Map Shop, A. Herz, 
Field’s Millinery, M. Joseph Sons, Siegel’s, Silver Specialty 
Shop, Jame-Wolf, Sparks-Cody, Kleeman’s, Brown’s Smart 
Shop and Lederer-Feibelman. 





DISPLAY CLUB SPONSORS FALL OPENING 

The fall opening in Madison, Wis., was held under ‘the 
auspices of the Madison Association of Display Men and 
proved one of the most successful events ever held in that 
city. Members of the club exerted every effort to present 
the fall fashions in the most attractive manner. 





For Windows and Backgrounds 


Use Silk Plushes, Velours, Felts, 
Cretonnes, Tapestries and Sunfast 
Draperies 
Write for Samples and Prices 
F. A. RAUCH & CO. 
Since 1882 


410 South Market Street Chicago, Illinois 














Rubber Covered and Wire 
Easels or Stands 


Fruit Set Racks, Brass Plate 
Hangers, Punch Bow] Hooks, etc., 
for DISPLAYING Plates, Bowls, 
Pocket Books, Boxes, Pictures, 


etc. Manufactured by 





For Bowls 


For Plates 


M. FINKELSTEIN, 570-572 Grand St., New York City 


TELEPHONE: ORCHARD 9347 





. Keep up with the latest Professional 
and Amateur 


THEATRICAL DISPLAYS 


Write 
Drama League of America. 
59 East Van Buren St., Chicago Illinois 
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A Word of Appreciation 
And a Greeting 


from 


brsabeg 


PPRECIATION for the cordial and 

whole-hearted co-operation of our 
friends throughout the land. Their good- 
will has been the means of concluding 
for us, a year that is truly satisfactory, 
both through our personal contact and the 
volume of business we have enjoyed. 


f 
i 


We sincerely hope that our services 
have proved equally as satisfactory and 
look forward to a continuance of their 
pleasant relationship and mutual benefit. 


The personnel of our organization 
remains practically unchanged and 
is no doubt familiar to most of you. 
We join in wishing you all a happy 
and prosperous year for 1926 and 
will be pleased to assist you if 
we can in your continued progress. 





J. R. PALMENBERG’S SONS, Inc. 


Creators of Display Equipment for Over 70 Years 


63-65 West 36th Street, New York 


CHICAGO BOSTON SAN FRANCISCO 
204 W. Jackson Bivd. 26 Kingston Street 11 First Street 
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‘What Will You Do 


After Your Christmas Displays Are Out? 





Are you going to let down on the High 
Pressure methods used at Christmas when 
customers were plentiful? 


January business will not come so easily, 
so it will require even higher pressure 
effort. 


Merchandise will be bought in January, 
but it will be sold by those who go after it. 


Your Displays will decide this question. 
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“The Guide to Better Window Displays - 


Showing Early Spring Decoratives Should Help You Get 
Your Share. You May Have a Free Copy by Writing For It. 





TOMS TCL 


_§ 
COLE OLC 


The Adler-Jones Company 


649 South Wells Street CHICAGO 


FE We wish you prosperity for the coming yearn C 
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